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to  dear 
Flint  miU 

It  had  become  top 
test  of  enviroamaitd 
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The  Detroit  News 


Residents  of  a  poor  neighborhood  in  Flint,  Mich.,  were  elated  when  a  steel 
company  decided  to  bring  200  jobs  to  the  area. 

But  hope  dimmed  when  the  federal  Environmental  Protection  Agency  put 
the  project  on  hold  to  investigate  whether  the  plant  would  pollute  a  nearby 
neighborhood  in  which  many  people  of  color  live.  The  steel  company 
threatened  to  move  the  jobs  elsewhere  because  of  the  delay. 

That’s  when  Detroit  News  reporter  David  Mastio  stepped  in  to  examine  David  Mastio 

the  EPA’s  environmental  justice  campaigns.  The  campaigns  are  intended  to 
assure  that  minorities  aren’t  harmed  disproportionately  by  pollution.  But 
Mastio  found  that  in  Flint  and  across  the  USA: 

•  The  EPA  continued  campaigns  despite  research  that  questioned  both 
the  scientific  arguments  about  pollution  effects  and  population  data  contra¬ 
dicting  the  assertion  that  minority  groups  would  be  hurt  more  than  whites. 

•  The  EPA  paid  activists  to  file  environmental  justice  complaints, 
including  the  one  against  the  Flint  steel  mill. 

Exposing  EPA  Rules  Gone  Awry, 
The  Detroit  News  Saves  Jobs 

•  The  EPA  hurt  many  poor  neighborhoods  by  delaying  reports  of  its 
investigations,  prompting  companies  to  change  or  cancel  expansion  or 
building  plans.  That  cost  residents  jobs  and  hurt  the  people  the  EPA  was 
trying  to  protect. 

Mastio’s  reporting  made  a  difference. 

Democrats  and  Republicans  on  Capitol  Hill  called  for  hearings  and 
condemned  the  EPA’s  methods.  Governors  and  mayors  from  across  the 
nation  called  for  changes  in  the  campaigns. 

The  EPA  promised  to  review  its  approach.  And,  it  dropped  its  complaint 
against  the  Flint  mill.  The  new  jobs  were  saved. 

“If  Select  Steel  gives  200  of  my  constituents  good  jobs,  it’s  because  of 
The  Detroit  News,”  said  U.S.  Rep.  James  Barcia,  a  Democrat  who  represents 
the  Flint  neighborhood.  “(The  newspaper’s)  reporting  alone  made  the  EPA 
accountable  for  its  actions.” 
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NEWSPAPERS  AT  THEIR  BEST 


SIGN  UP  TODAY 


For  Miami  in  January 


Civic  Journalism: 
New  Dimensions  in  *99. 
Jan.  8- 10,  Miami,  Fla. 

Give  your  civic  reporting 
>  an  edge. 

^  Check  out  the  latest 
I  journalistic  advances. 

^  Map  your  community 
'  for  nevr  news  sources. 


Cover  key  community 
I  concerns  in  new  ways. 

To  register  or  receive  an 
agenda,  call  the  Pew  Center: 

202-331-3200 


This  weekend  workshop  is 
^  for  print  and  electronic 
journalists. 

;j|ju  Registration  fee:  $50 
T  ($40  for  RTNDA  members) 

;|||^  Meals  and  lodging  are 
I  covered  by  the  sponsors. 

Participants  pay  for 


Partici 
I  travel. 


Sponsored  by  the 

Pew  Center  for  Civic 
Journalism 

www.pewcenter.org 
and  the 

Radio  and  Television 
News  Directors 
Foundation 

K I N  D  I-  www.rtnda.org 
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Cover  Story:  Rights  of  the  press  S1-S19 

A  special  section  devoted  to  newspapers 

and  Web  sites’  defense  of  their  trademarks  and  copyrights 

They  did  their  part  in  San  Francisco  8 

A  major  power  outage  didn’t  stop 

the  Examiner  from  publishing  —  in  the  dark 

Publishers  somber  at  media  meeting  9 

Executives  tell  Wall  Street  analysts  growth  will  slow, 
but  promise  increased  profits  through  cost-cutting 

Party  up  —  newspaper  style  10 

Newspapers  across  the  U.S.  fete  employees  for  the  holidays 

Sacramento  Bee  says  book ’em  11 

The  newspaper’s  book  club  is  a  huge  success 
as  a  marketing  and  reader  response  program 

Ad  spending  to  slow  13 

Newspapers  will  see  growth  in  1999,  but  at  a  slower  pace 


Rebecca  Wells’  book  was 
among  those  chosen  for 
Sac  Bee’s  club.  -  p.  1 1 

ver  Ellen  SchusteriThe  Image  Bunk 


B&?  DEPARTMENTS  &  COLUMNS 


Business 

Swaps  catch  on  as  publishers 
like  buying  stable  newsprint  prices 


New  Media 

Copyright  questions 
abound  on  the  Web 

Marketing  &  Sales 

Pennsylvania  daily  bans 
tobacco  ads  after  columnist’s  plea 

Syndicates/News  Services 

A  Pulitzer  Prize-winning 
cartoonist .  .  .  and  cop 

Technology/Output 

Flexo  gets  new  plates, 

gives  computer-to-plate  another  chance 

Shop  Talk  at  Thirty 

When  personal  problems  undermine  good  journalism 


BSf'P  NEED  TO  KNOW 


What  do  you  get  when 
you  mix  a  cartoonist  with 
a  cop?  Steve  Benson, 
the  ‘coptoonist.’  -  p.  50 
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10-15  Newspaper  Association  of  America 

SuperConference,  Hilton  at  Walt  Disney 
World  Village,  Orlando,  Ra. 

15-16  Midwest  Free  Community  Papers  Winter 
Meeting,  Embassy  Suites,  Des  Moines, 

Iowa  j 

28-31  Parenting  Publications  of  America  Annual  \ 
Conference,  Westin  Horton  Plaza,  San  ! 
Antonio,  Texas  j 


29-30  New  England  Press  Association  Conference,  Boston  World  Trade 
Center,  Boston,  Mass. 


29-31  Association  of  Free  Community  Papers  Mid- Winter  Meeting, 

Disney  Institute,  Orlando,  Fla. 


17-20  E&P  Interactive  Newspapers  Conference 
’99,  Hyatt  Regency,  Atlanta.  Ga. 

24-26  American  Association  of  Advertising 
Agencies  Media  Conference  &  Trade 
Show,  New  Orleans,  La. 

24-27  Suburban  Newspapers  of  America  Spring 
Publishers  Conference,  Marquis  Resort, 
Palm  Springs,  Calif. 

25-27  Inland  Press  Association  Weekly  Newspaper  Publishers 
Conference,  Tucson,  Ariz. 

28-3  Inland  Press  Association  Key  Executives  Conference,  El 
Conquistador,  Tucson,  Ariz. 
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National  Association  of  Hispanic 
Publications  Annual  Convention, 

S  M  T  W  T  F  S 
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Waterfront  Hilton.  Huntington  Beach. 
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Calif. 

14  15  16  17  18  19  20 
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17-20 

National  College  Media  Spring 
Convention,  Marriott  Marquis.  New  York. 
N.Y. 

17- 20  National  Newspaper  As.sociation  Government  Affairs  Conference, 

Hyatt  Regency  on  Capitol  Hill,  Washington,  D.C. 

18- 20  Independent  Free  Papers  of  America  Spring  Conference,  Adams 

Mark  at  the  Florida  Mall.  Orlando.  Fla. 

20- 23  Inter-American  Press  Association  Mid-year  Meeting,  Hotel 

Wyndham,  Montego  Bay,  Jamaica 

21- 23  Inland  Press  A.ssociation  Editors  Conference,  Chicago,  111. 

28-1  America  East  Newspaper  Operations  &  Technology  Conference, 

Hershey  Lodge  &  Convention  Center,  Hershey,  Pa. 


Growing 

Readers 


A  5-year-old  emerged  from  a  yellow-striped 
tent  proudly  clutching  a  book,  one  of  5,000 
given  away.  Nearby,  a  retiree  listened  to 
writer  Juan  Williams  talk  about  his  recent 
biography  of  Thurgood  Marshall.  Hundreds 
of  others  packed  auditoriums  to  hear 
authors  like  Fannie  Flagg  and  Frank  Rich. 

Scenes  like  these  were  repeated  throughout 
the  day  at  the  recent  St.  Petersburg  Times 
Festival  of  Reading.  An  estimated  20,000 
people  turned  out  in  perfect  weather  on  a 
Sunday,  not  to  watch  a  quarterback  or  a 
defensive  lineman,  but  to  hear  authors. 

The  festival,  now  in  its  seventh  year,  is  one 
piece  of  our  committment  to  literacy. 
Throughout  the  year,  our  efforts  range  from 
spelling  bees  to  literacy  grants  to  story¬ 
telling  days  to  our  ongoing  Newspaper  in 
Education  program. 

We  know  our  success  depends  on  reading, 
and  we  plan  to  be  Florida’s  Best  Newspaper 
for  a  long,  long  time.  Growing  readers  is 
just  one  way  we’re  building  our  future. 
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8-9  Southeastern  Advertising  Publishers 

Association  Spring  Conference.  Hampton 
Inn  Broadway,  Myrtle  Beach.  S.C. 


Note:  Due  to  an  error,  the  calendar  listings  in  the 
issues  of  Nov.  28  and  Dec.  5  were  incorrect.  To  list 
events,  please  fax  Jennifer  Waber  at  (212)  691-7287. 
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HOT  TYPE 


Oakland  Tribune 
back  downtown 

The  Oakland  Tribune,  which  moved 
out  of  the  downtown  Tribune  Tower 
building  in  1992  after  it  was  sold  to  ANG 
Newspapers,  is  returning  next  year. 

The  paper,  now  located  at  Jack  London 
Square,  has  agreed  to  lease  60,000  square 
feet  of  space  in  the  tower  and  become  its 
primary  occupant  next  summer. 

The  Tribune  had  been  located  at  the 
tower  for  68  years  until  it  was  purchased 
by  ANG,  which  bought  the  paper  but  not 


the  tower  because  it  had  been  damaged  b\ 
an  earthquake  in  1989,  according  to  Ken 
Calhoun,  the  Tribune's  vice  president  of 
marketing. 

In  1995,  John  Protopappas,  a  local 
developer  and  former  Tribune  paperboy, 
bought  the  tower  from  a  Los  Angeles 
bank  and  renovated  it  last  year. 

The  tower,  built  in  the  1920s  in 
Rennaissance/Baroque  style,  is  one  of 
Oakland’s  most  distinguished  buildings. 
It  features  a  vertically  ribbed,  lumines¬ 
cent  green  copper  roof,  a  four-sided  neon 
Tribune  sign  and  a  15-foot  diameter 
clock. 


WSJ’s  photo  op 

The  paper  that  shies  away  from  photos 
ran  a  dozen  of  them  on  one  page  recently. 

The  Wall  Street  Journal,  known  for  its 
buttoned-down  tone  and  often  sober  lay¬ 
out.  illustrated  a  package  on  marketing  to 
teenagers  with  photos  of  popular  celebri¬ 
ties  including  Posh  Spice,  Christina  Ricci, 
Brian  Austin  Green,  and  Jennifer  Love 
Hewitt.  The  spread  took  up  the  entire  front 
page  of  the  Marketplace  section  Dec.  9. 

“We  tend  to  be  a  little  more  adventur¬ 
ous  with  the  marketplace  page  than  other 
pages,”  spokesman  Dick  Tofel  explains. 
“Marketing  lends  itself  to  things  that  the 
markets  don’t.”  As  for  whether  12  photos 
on  one  page  was  a  record  for  the  financial 
paper,  Tofel  refused  to  speculate,  saying 
only,  “It  might  be.”  —  Robert  Neuwirth 

How  not  to  do  PR 

Now  Robert  Kraft  will  find  out  if  hell 
hath  no  fury  like  an  editor  scorned. 

Kraft,  owner  of  the  New  England 
Patriots  football  team,  was  scheduled  to 
meet  with  editors  at  several  Connecticut 
newspapers  Dec.  8  to  press  for  support  of 
the  state-financed  stadium  plan  that  could 
bring  his  team  to  Hartford,  but  failed  to 
show  up  for  the  appointments. 

“It  was  a  slap,”  Barry  S.  Lewis,  city 
editor  of  the  Stamford  Advocate,  told  The 
New  York  Times.  Added  Timothy  Sowecke, 
publisher  of  the  New  Haven  Register,  “I 
hope  he’s  not  taking  the  New  Haven  area 
for  granted.” 

Kraft’s  spokesperson  said  the  problem 
stemmed  from  a  blown  call  by  a  local  PR 
firm,  which  failed  to  get  the  events  on  his 
schedule.  —  Robert  Neuwirth 

Mega  Internet 
photo  portfolio 

Soon  newspapers  will  have  access  to 
150,000  digital  images,  including  500 
new  ones  every  day,  on  the  Internet. 

ImageForum,  a  service  of  Agence 
France-Presse,  the  international  news 
agency,  will  make  AFP’s  photos  available 
on  the  Internet. 

Currently  available  by  satellite, 
ImageForum  will  put  them  online,  where 
they  can  be  viewed  as  thumbnails  and 
then  downloaded  for  immediate  use  by 
papers  that  have  contracted  with  AFP. 
ImageForum  will  be  available  next  Feb¬ 
ruary  at  www.imageforum.afp.com. 


Top  Newspaper  Executive  Salaries 

Reported  by  Advertising  Age,  Dec.  7, 1998 

Company  Executive  Title 

Total  Compensation 
1997  1996 

Journal  Register  Co. 

Robert  M.  Jelenic 

Chmn/Pres/CEO 

$11,578,029 

$1,350,667 

Thomson  Corp. 

Richard  J.  Harrington 

Pres/CEO 

3,962,438 

3,175,780 

Hollinger  International 

Conrad  M.  Black 

Chmn/CEO 

3,027,304 

2,617,886 

Times  Mirror  Co. 

Mark  H.  Willes  Chmn/Pres/CEO,  Pub  LA  Times  2,951 ,072 

2,997,563 

Gannett  Co. 

John  J.  Curley 

Chmn/CEO 

2,232,161 

1,829,410 

Tribune  Co. 

John  W.  Madigan 

Chmn/Pres/CEO 

1,931,127 

1,481,711 

Knight  Ridder 

P.  Anthony  Ridder 

Chmn/Pres/CEO 

1,549,762 

1,416,945 

Harte-Hank  Communications 

Larry  Franklin 

Pres/CEO 

1,514,800 

1,414,800 

Pulitzer  Publishing  Co. 

Michael  E.  Pulitzer 

Chmn/Pres/CEO 

1,511,038 

1,453,811 

New  Yoik  Times  Co. 

Arthur  Ochs  Sulzberger 

Chmn  emeritus 

1,427,581 

1,402,753 

Dow  Jones  &  Co. 

Peter  R.  Kann 

Chmn/CEO 

1,387,579 

1,540,375 

A.H.  Belo  Corp. 

Robert  W.  Decherd 

Chmn/Pres/CEO 

1,336,317 

1,300,540 

Washington  Post  Co. 

Donald  E.  Graham 

Chmn/CEO/Pub 

1,279,732 

407,796 

New  York  Times  Co. 

Russell  T.  Lewis 

Pres/CEO 

1,168,100 

896,621 

Thomson  Corp. 

Kenneth  R.  Thomson 

Chmn 

1,118,099 

1,112,570 

Lee  Enterprises 

Richard  D.  Gottlieb 

Pres/CEO 

1,028,997 

859,673 

McClatchy  Co. 

Gary  B.  Pruitt 

Pres/CEO 

1,027,914 

757,428 

Media  General 

J.Stewart  Bryan  III 

Chmn/Pres/CEO 

1,018,216 

972,705 

E.W.  Scripps  Co. 

William  R.  Burleigh 

Pres/CEO 

1,008,670 

878,875 

New  York  Times  Co. 

Arthur  0.  Sulzberger  Jr. 

Chmn/Pub 

999,533 

963,700 

Central  Newspapers 

Louis  A.  Weil  III 

Pres/CEO 

911,390 

808,073 

Tops  in  other  media 

Broadcast 

General  Electric  Co. 

John  F.  Welch  Jr. 

Chmn/CEO 

$8,800,791' 

$21,992,085 

Chris-Craft  Industries 

Herbert  J.  Siegel 

Chmn/Pres 

4,379,600 

4,114,631 

CBS  Corp. 

Michael  H.  Jordan 

Chmn/CEO 

3,168,104 

2,019,702 

Cable 

Comcast  Corp. 

Ralph  J.  Roberts 

Chmn 

7,883,011 

7,784,556 

Century  Communications  Corp.  Leonard  Tow 

Chmn/CEO 

4,645,710 

4,570,341 

Cablevision  Systems  Corp. 

James  L.  Dolan 

CEO 

3,513,684 

823,394 

Entertainment 


Walt  Disney  Co. 

Michael  D.  Eisner 

Chmn/CEO 

10,653,820 

8,653,520 

Time  Warner 

Gerald  M.  Levin 

Chmn/CEO 

7,857,255 

5,369,397 

Time  Warner 

R.E.  Ted  Turner 

Vice  Chmn 

6,138,085 

1,253,465 

Magazines 


McGraw-Hill  Cos. 

Joseph  L.  Dionne 

Chmn 

4,657,976 

3,436,434 

McGraw-Hill  Cos. 

Harold  W.  McGraw  III 

CEO 

2,748,322 

2,056,383 

Primedia 

William  F.  Reilly 

Chmn/CEO 

1,946,508 

1,914,090 

Radio 


Chancellor  Media  Corp. 

Scott  K.  Ginsburg 

Pres/CEO 

4,474,101 

1,715,776 

Clear  Channel  Communications 

L,  Lowry  Mays 

Chmn/CEO 

2,962,162 

2,839,130 

Capstar  Broadcasting  Partners 

R.  Steven  Hicks 

Pres/CEO 

1,250,000 

191,667 

Other  media 

Valassis  Communications 

David  A.  Brandon 

Chmn 

11,546,120 

2,012,000 

Outdoor  Systems 

Arturo  R.  Moreno 

Pres/CEO 

3,079,510 

1,891,959 

America  Online 

Stephen  M.  Case 

Chmn/Pres/CEO 

1,179,590 

275,076 
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The  days  are  gone  when  everyone 
I  had  to  fit  into  one  system.  ^ 


'i-i-ir-' 

V  r  v 


For  our  smallest  customers,  we  to  all  these  varied  requirements.  It  is  a  every  assignment  had  to  fit  into  the 
send  some  parts  once  every  three  matter  of  mentality.  The  mentality  that  same  system.  Would  you  like  to  find 
months.  Our  largest  customers  out- .  makes  the  50,000  employees  of  TNT  so  out  what  TNT  can  do  for  your  inter¬ 
source  all  their  worldwide  logistic  exceptional.  And  that  can  also  enhance  national  express,  mail  and  logistics? 
problems  to  us,  including  warehouses  the  speed  and  flexibility  of  your  opera-  Call  TNT;  1-888-624-5327.  Or  visit  our 
and  employees.  TNT  responds  flexibly  tions.  Because  the  days  are  gone  when  website;  www.tnt.com 


Global  Express,  Logistics  &  Mail 


CRISIS  CONTROL 


NEWS 

S.F.  Examiner  publishes  in  the  dark 


Driven  by  two  Macs,  paper  publishes  amid  citywide  blackout 


by  M.L.  Stein 


Despite  a  massive  city  power  outage, 
the  afternoon  San  Francisco  Exam¬ 
iner  got  out  its  editions,  using  a 
makeshift  newsroom,  two  Macs,  an  emer¬ 
gency  phone  system  and  ferry  boats  to 
transport  the  papers  from  an  East  Bay 
printing  plant. 

Another  p.m.  paper,  the  San  Mateo 
County  Times,  also  was  hit  by  the  shut¬ 
down  but  was  on  its  own  power  by  press 
time. 

The  blackout,  which  hit  San  Francisco 
and  northern  San  Mateo  County  on  Dec.  8, 
at  8:17  a.m.,  paralyzed  public  transporta¬ 
tion,  shut  down  thousands  of  business 
places,  trapped  people  in  elevators,  and 
forced  hospitals  to  cancel  all  elective 
surgery.  The  Pacific  Gas  &  Electric  Co. 
blamed  the  breakdown  on  a  blunder  by  an 
electrician  at  its  San  Mateo  substation 
during  the  installation  of  a  new  trans¬ 
former. 

Examiner  executive  editor  Phil  Bron- 
stein  called  a  crew  together,  which  operat¬ 
ed  from  a  conference  room  converted  into 
a  newsroom.  An  emergency  phone  bank 
installed  after  the  1989  earthquake  was 
pulled  out  from  the  ceiling. 

AGAINST  ALL  ODDS 

“This  was  Star  Wars  meets  Eront  Page',' 
says  Bronstein.  “The  entire  staff  per¬ 
formed  heroically  and  brilliantly.  It  was 
the  ultimate  crisis  in  a  deadline  situation. 
If  we  were  a  morning  paper,  we  probably 
would  have  been  less  inclined  to  handle 
this,  but  because  we  never  sleep  and  have 
editions  all  day,  we  were  prepared  to  deal 
with  the  situation.  This  is  what  journalism 
is  all  about.” 

The  Examiner  got  out  two  editions 
with  no  power  or  regular  phones.  Assis¬ 
tant  managing  editor  Tim  Porter  and  re¬ 
porter  Larry  Hatfield  knocked  out  a  story 
on  the  blackout  for  the  paper’s  Web  site, 
examiner.com. 

Unable  to  use  its  powerless  city  plant, 
management  moved  the  plates  to  the 
Richmond  facility  used  by  the  Examiner 
and  its  JO  A  partner,  the  San  E rand  sc  o 
Chronicle,  for  their  combined  Sunday 
paper.  The  a.m.  Chronicle  was  not  affect¬ 
ed  by  the  disaster. 

The  Examiner  replated  with  the  black¬ 


Katy  RaddalziSan  Francisco  Examiner 

Executive  editor  Phil  Bronstein  was  in  the  front  ranks  of  Examiner  staffers  who  did 
everything  including  unloading  the  ferry  boats  for  papers  produced  during  a  massive 
power  outage  that  blacked  out  much  of  San  Francisco. 


out  story  and  the  number  of  papers  was 
doubled  for  street  sales.  First  edition 
home  and  street  deliveries  were  about 
three  hours  late,  but  two  later  editions 
were  nearly  on  time,  according  to  an 
Examiner  spokeswoman. 

The  bundles  were  trucked  from 
Richmond  to  Jack  London  Square  in 
Oakland,  where  they  were  loaded  on  ferry 


boats.  The  vessels  were  met  at  San 
Francisco's  historic  Ferry  Building,  where 
Examiner  trucks  awaited  them.  Bronstein 
and  other  Examiner  staffers  helped  load 
the  copies  onto  the  vehicles. 

These  were  the  same  boats  that  hun¬ 
dreds  of  commuters  from  the  East  Bay  de¬ 
pend  on  to  get  to  work  in  the  morning  be¬ 
cause  the  BART  rail  line  was  dead.  ■■ 


D.  Tennant  Bryan  dies 


D.  Tennant  Bryan,  the  former  chair¬ 
man  of  Media  General  who  began 
his  career  70  years  ago  as  a 
reporter  for  his  family  newspaper,  died 
Dec.  9.  He  was  92. 

Bryan  began  as  a  reporter  in  1928  for 
The  Richmond  (Va.)  News  Leader,  the 
family-owned  afternoon  daily  that  even¬ 
tually  merged  with  the  morning  newspa¬ 
per,  the  Richmond  Times-Dispatch. 

After  the  death  of  his  father  in  1944, 


Bryan  became  publisher  of  both  news¬ 
papers. 

Created  in  1969,  Media  General 
became  owner  of  the  two  Richmond 
papers  with  Bryan  in  charge. 

Media  General  went  on  to  become  a 
major  communications  company  in  the 
Southeast,  acquiring  14  television  sta¬ 
tions  and  21  daily  newspapers,  including 
the  Tampa  (Fla.)  Tribune  and  the 
Winston-Salem  (N.C.)  Journal.  IB 


8 


EDITOR  &  PUBLISHER  /  DECEMBER  12.  1998 


www.mediainfo.com 


NFW 


o 


Performance  anxiety  prevails 
at  PaineWebber  media  gathering 


by  Robert  Neuwirth 

Last  year,  newspaper  executives  were 
ebullient  at  the  annual  PaineWebber 
media  conference,  crowing  about 
1997  and  promising  more  good  times  in 
1998. 

This  year  was  a  stark  contrast.  In 
presentation  after  presentation, 
somber  publishers  promised  to 
boost  earnings  even  as  revenue 
growth  declines. 

In  general,  the  companies 
promised  to  raise  advertising 
rates,  prune  their  staffs,  enter  non- 
traditional  businesses  such  as  database 
marketing,  and  to  use  free  cash  to  buy 
back  stock.  The  executives  all  said  they 
will  be  helped  by  newsprint  prices,  which 
will  remain  low  in  this  tough  market. 

Here’s  a  rundown  of  the  major  players 
and  what  they  said  at  the  conference  in 
New  York. 

TIMES  MIRROR  CO. 

CEO  Mark  Willes  headlined  his  com¬ 
pany’s  stable  balance  sheet  but  noted  that 
Times  Mirror  faces  serious  problems  at 
its  flagship  Los  Angeles  Times. 

Despite  the  troubles  at  the  Times. 
Willes  reported  that  Times  Mirror  was  on 
target  to  achieve  30%  earnings  per-share 
growth  in  1998  followed  by  10%  growth 
in  1999.  He  committed  to  having  his 
company  be  among  the  top  25%  of  the 
nation’s  largest  businesses  in  earnings 
growth  and  return  on  capital.  In  addition, 
he  noted,  the  company’s  East  Coast 
papers  had  a  record  year.  But,  he  cau¬ 
tioned.  “We  are  clearly  not  doing  as  well 
in  this  year’s  fourth  quarter  as  expected.” 

Los  Angeles  Times  CEO  Kathryn  M. 
Downing  detailed  the  problems  at  the 
company’s  flagship;  thus  far  in  the  final 
quarter  of  1998,  help  wanted  advertising 
is  down  8%  and  high-tech  advertising  has 
fallen  25%.  For  the  year,  operating  profits 
at  the  Times  have  fallen  7.5%,  she  said. 
The  paper  is  preparing  two  more  rounds 
of  staff  and  budget  cuts  and  is  cutting 
travel  and  entertainment  budgets  by  25%. 

DOW  JONES  &  CO. 

Forget  the  flagship.  Think  electric. 
That’s  the  mantra  from  CEO  Peter  Kann 


and  his  management  team  at  Dow  Jones, 
publisher  of  The  Wall  Street  Journal. 

As  the  Journal  invests  in  more  color 
capacity,  Kann  said  the  company  would 
place  “substantial  reliance  on  earnings 
growth”  in  its  interactive  businesses  and 
Ottaway  family  of  community  newspa¬ 
pers.  He  predicts  cash  flow  margins 
of  27%  from  both  divisions,  while 
chief  financial  officer  Jerry 
Bailey  said  they  would  provide 
50%  of  profits  in  1999. 

The  firm’s  three  main  online 
businesses  —  Dow  Jones 
Newswires,  Dow  Jones  Interactive 
and  the  Wall  Street  Journal  Interactive  — 
are  set  to  bring  in  $400  million  in  rev¬ 
enues  in  1998.  with  the  Journal’s  250.0(X) 
subscriber  online  edition  anticipated  to 
turn  a  small  profit  in  1999,  .said  Gordon 
Crovitz,  who  heads  electronic  publishing 
operations.  Dow  Jones  Newswires,  a  cor¬ 
porate  financial  service,  is  already  highly 
profitable,  and  Dow  Jones  Interactive, 
targeted  at  corporations,  operates  at  a 


by  Allan  Wolper 

United  Press  International  has  asked 
Arnaud  de  Borchgrave  to  become 
its  chief  executive  officer.  De 
Borchgrave,  former  editor  in  chief  of  The 
Washington  Times  and  a  longtime  foreign 
correspondent  for  New.sweek.  said  he  is 
deciding  whether  to  accept  the 
offer  before  the  end  of  the  year. 

“I  am  seriously  considering 
the  offer.”  de  Borchgrave  told 
Editor  &  Publisher  magazine. 

“They  approached  me  after 
James  Adams  resigned  as  CEO.” 

Adams  left  DPI  last  August  to 
run  Infrastructure  Defense  Inc., 
a  computer  defense  firm. 

De  Borchgrave  met  last  week 
in  London  with  Sheik  Walid 
Bin  Ibrahim  A1  Ibrahim,  chair 


profit,  but  the  company  still  is  investing  in 
the  service. 

Bailey  also  articulated  the  1999  finan¬ 
cial  targets:  5%  revenue  growth  and  10% 
per-share  earnings  growth,  fueled  in  part 
by  an  aggressive  stock  buyback  plan.  “We 
expect  to  be  held  accountable  to  these  tar¬ 
gets,”  he  said. 

In  addition,  he  unveiled  a  plan  for  what 
he  called  “process  redesign”  or  rethinking 
the  way  the  company  does  business  in 
order  to  save  money.  “Process  redesign  at 
Dow  Jones  will  not  represent  Just  a  dis¬ 
guised  form  of  layoffs.”  he  promi.sed.  The 
company  jettisoned  4%  of  its  work  force, 
or  355  staffers,  in  1998. 

McCLATCHY  CO. 

Painting  a  bright  picture  as  it  absorbs 
the  debt  from  its  $1,367  billion  purchase 
of  the  Minneapolis  Star-Tribune,  Sacra¬ 
mento,  Calif.-based  McClatchy  vowed 
that  all  its  papers  would  increa.se  their 
news  holes  in  1999. 

see  PaineWebber  on  page  14 


of  ARA  Group  International  (AGI),  the 
Saudi  Arabian  firm  that  owns  UPI.  De 
Borchgrave,  who  was  a  Brussels  bureau 
chief  for  UPI  more  than  40  years  ago.  is 
now  a  senior  advi.ser  with  the  Center  For 
Strategic  &  International  Studies,  a  Wash¬ 
ington-based  think  tank. 

Sources  say  that  the  Saudis  were 
impressed  with  de  Borchgrave’s 
knowledge  of  Middle  Ea.stem 
affairs.  UPI  inaugurated  UPI 
Arabic  News  Service  about  two 
years  ago.  The  20-staff  opera¬ 
tion  is  hou.sed  in  the  Middle 
East  Broadcasting  Centre  Ltd., 
the  AGI  subsidiary  which  runs 
UPI.  ■ 


Wolper  is  a  journalism  pro¬ 
fessor  at  Rutgers  University, 
Newark,  N.J. 


UPI  turas  to  de  Borchgrave 

Former  Washington  Times  editor, 

Newsweek  foreign  correspondent  undecided 


Arnaud  de 
Borchgrave 
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Balloons,  polnsetllas,  food  galore 

Newspapers  across  the  country  fete  ennployees  at  holiday  parties 


by  Ken  Liebeskind 

The  Nashville  Tennessean  holds  a 
Poinsettia  Bash.  The  Abilene 
(Texas)  Reporter  holds  a  Rally  in 
the  Alley.  The  Miami  Herald  stages  a 
magic  show. 

Newspapers  across  the  country  are  cel¬ 
ebrating  the  holidays  in  a  variety  of  ways, 
with  festive  parties  for  their  staffs. 

There’s  food  and  beverages  at  all  the  i 
parties,  dancing  and  gift  giving  at  some. 
And  some  parties  are  uniquely  themed,  I 


offering  attendees  a  truly  special  time. 

“The  Poinsettia  Bash  is  a  tradition,” 
says  Ed  Cassidy,  marketing  director  at  the 
Tennessean,  who  plays  a  major  role  in 
planning  the  paper’s  holiday  bash.  “Every 
guest  leaves  with  a  poinsettia  plant.” 

Cassidy  says  that  this  year’s  party,  held 
Dec.  6,  was  attended  by  751  people, 
including  full-time  employees,  retirees 
and  part-timers  with  three  or  more  years 
of  service.  The  evening  bash,  held  at  the 
Loews  Vanderbilt  Plaza,  a  four-star  hotel, 
featured  a  buffet  dinner  and  dancing  with 
two  live  bands,  a  swing  band  for  early 


evening  and  a  hot  disco  band  for  later. 
And  for  some,  there  were  door  prizes. 

The  Abilene  Reporter  takes  advantage 
of  the  layout  of  its  facility  to  hold  a  Rally 
in  the  Alley,  a  party  held  in  the  covered 
alleyway  between  the  press  and  the  ware¬ 
house. 

“It’s  a  big  rally  in  the  alley,  with  pizza, 
popcorn  and  cookies,”  says  marketing 
services  manager  Shannon  Montoya.  “All 
employees  of  the  month  for  the  whole 
year  are  recognized  and  get  cash  awards 
and  certificates.  And  the  publisher  will 
make  a  speech.”  About  250  employees 
will  attend  the  Dec.  21  celebration, 
Montoya  says. 

The  Miami  Herald  will  wait  until  Dec. 
24  to  hold  its  big  bash,  but  it  promises  to 
be  exciting,  with  about  500  employees 
gathering  in  the  lobby  for  finger  foods. 
They  will  be  serenaded  by  carolers  from 
the  University  of  Miami  and  entertained 
by  Brent  Gregory,  a  professional  magi¬ 
cian.  Besides  performing  a  magic  show, 
Gregory  will  don  a  Santa  suit  and  invite 
employees’  children  to  sit  on  his  lap. 
He’ll  also  give  out  candy  to  the  kids, 
according  to  Barbara  Wolfe,  a  spokes¬ 
woman.  The  party  is  the  day  before 
Christmas,  but  the  paper  celebrates  the 
other  holidays,  too,  with  Chanukah 
menorahs  and  dreidels  and  Kwanzaa  dec¬ 
orations  on  site. 

Some  holiday  parties  are  for  employ¬ 
ees  only,  some  allow  employees  to  bring 
spouses  or  significant  others.  This  year. 
The  Star-Ledger  of  Newark,  N.J.,  is  invit¬ 
ing  employee  children  and  will  provide  a 
special  show  for  them,  with  Loonie 
Louie,  a  New  York  performer.  Juggling, 
clowning  and  making  animal  balloons, 
according  to  associate  editor  Len  Fisher. 
He’ll  also  give  gifts  to  the  kids. 

Not  all  of  the  celebrations  are  purely 
festive.  On  Dec.  5,  the  Fort  Lauderdale 
Sun-Sentinel  held  a  dinner  party  at  the 
home  of  vice  president/editor  Earl 
Maucker  for  60  department  heads  and 
senior  editors.  The  highlight  of  the  event 
was  an  auction  held  to  raise  money  for  the 
family  of  Robes  Patton,  a  sports  writer 
who  died  this  year  from  a  brain  tumor. 
“Each  editor  brought  a  gift  and  auctioned 
it  off,  with  the  proceeds  going  to  Patton’s 
family,”  Maucker  says.  About  $  1 .500  was 
raised.  ■§ 


A  QAinnlor  nf 


Newspaper 

Date 

Number 
o1  attendees 

Venue 

Food  and 
Entertainment 

Highlights  H 

Abilene  (Texas) 
Reporter-News 

12/21 

250 

Rally  In  the  alleyway 
between  press  and 
warehouse 

pizza,  coke, 
popcorn 

Alley  with  food, 
music,  cash  awards 
for  employees  of  the 
month 

Allentown,  Pa.. 

The  Morning  Call 

12/18 

50 

office 

lunch 

i 

pot  tuck 

Atlanta  Journal 
and  Constitution 

12/6 

600 

Sheraton  Buckhead 
Hotel 

steamship 

round 

dancing,  live  band, 
dance  music 

Binghamton  (N.Y.) 
Press  S 
Sun-Bulletin 

12/6 

200 

Heritage 

Country  Club 

dinner 

1 

DJ,  dancing,  | 

employees  1 

of  the  year  | 

Fort  Lauderdale 
Sun-Sentinel 

12/5 

60 

home  of  vp  editor 
Earl  Maucker 

_  dinner 

1 

auction  to  raise 
money  for  family  of 
Robes  Patton,  sports 
writer  who  died  from 
a  brain  tumor  | 

Hanover,  Pa., 

The  Evening  Sun 

t2l5 

160 

local  restaurant 

0 

dinner  and  1 

dancing  with  dj.  { 

plaques  awarded  to  j 

long-term  employees  | 

The  Key  West 
(Fla.)  Citizen 

12/11 

150 

Marriott  Casa 
Marina  Resort 

dinner 

small  combo  music  | 
and  dancing 

The  Miami  Herald 

12/24 

500 

Herald  lobby 

finger  foods, 
carolling 

magic  show 

Nashville. 

The  Tennessean 

12/6 

751 

1  Loews  Vanderbilt 
Plaza 

dinner  buffet, 
dancing 

Poinsettia  bash, 
everyone  takes 
home  poinsettias 

The  Oak  Ridger, 

Oak  Ridge,  Tenn. 

12/18 

120  ■ 

catered 

luncheon 

Chinese  gift 
auction 

Peoria  (III.) 

Journal  Star 

12/17 

500 

company 

cafeteria 

turkey  with  all  the 
trimmings 

buffet,  raffle, 
grab  bag 

Portland  (Maine) 

Press  Herald 

12/9 

450 

office 

catered  lunch 
and  dinner 

managers  serve  their 
employees  meals 

Star-Ledger, 
Newark,  N.J. 

12/13 

250 

r 

West  Orange 
Catering  Hall 

buffet  dinner, 
live  band 

Loonie  Louie  show 
for  kids 

Topeka  (Kan.) 
Capital-Journal 

12/11 

1 

American  Legion 
Post 

buffet  dinner, 
with  dj 

buffet  and  music 

Wisconsin  State 
Journal/ 

The  Capital  Times 

12/4 

^  550 

Concourse  Hotel 

dinner  buffet 

live  music, 
dance  band,  free 
drink  tickets 
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MARKETING  SUCCESS  TTEWS 

Bee’s  book  club  spells  bonanza 

Stunning  success  as  marketing  and  reader  response  program 


by  Luanne  Brown 

What  began  with  a  rejection 
notice  has  become  a  thriving 
marketing  and  readership  vehi¬ 
cle  at  The  Sacramento  Bee. 

A  year  and  a  half  ago.  Bee  reporter 
Jennifer  Bojorquez  went  to  assistant  man¬ 
aging  editor,  features  Scott  LeBar  with  an 
idea:  Why  not  have  the  Bee  (285,762  daily 
circulation,  353,556  Sunday),  start  a  book 
club?  An  avid  reader,  Bojorquez  saw  the 
book  club  as  a  way  to  enhance  interaction 
with  readers. 

“My  response  was  less  than  encourag¬ 
ing,”  says  LeBar,  who  admits  he  shot  the 
idea  down.  Months  later,  however,  the 
Scene  section  was  undergoing  an  update, 
so  he  took  another  look. 

The  result?  Starting  in  April  1997,  the 
Bee  brought  to  town  its  first  author,  Anne 
Lamont,  who  penned  Crooked  Little 
Heart.  Since  that  time,  the  book  club  has 
met  every  four  to  six  weeks,  each  time 
drawing  more  than  600  people. 

The  most  positive 
aspect  of  the  book 
club,  according  to 
LeBar,  is  the  interac¬ 
tion  with  readers. 

“Spending  an  evening 
with  5(X)  readers  gives 
you  incredible  feed¬ 
back,”  he  says.  “It's  a 
goodwill  mission  for 
the  newspaper.” 

But  reader  interface 
isn't  limited  to  book 
club  events.  Readers 
can  call  a  dedicated 
phone  line  and  leave 
comments,  or  go  a  Web  site  chat  room  to 
express  opinions  about  books  and  authors. 

The  club  also  allows  the  paper  to  diver¬ 
sify  its  coverage,  LeBar  says,  citing  China 
Divakaruni,  author  of  a  short  story  collec¬ 
tion  titled  Arranged  Marriages.  Her  dis¬ 
cussion  drew  an  audience  of  about  200 
people,  many  East  Indians.  “It  was  very 
validating  to  the  paper  to  shine  a  spotlight 
for  them  on  someone  from  their  own  cul¬ 
ture,”  .says  LeBar. 

Based  on  the  paper’s  experience  in  the 
past  year  and  a  half.  Bee  staffers  have 
developed  a  loose  list  of  guidelines. 


including:  select  a  great 
book,  hold  meetings  in  rele¬ 
vant  venues,  market  the  club 
to  the  general  public  and  to 
bookstores,  and  assure  stores 
stock  club  selections. 

The  job  of  selecting  books 
fell  to  reporter  Bojorquez, 
who  “has  a  good  instinct  for 
news  and  knows  how  to 
apply  it  to  selecting  books,” 

LeBar  says. 

Bojorquez  says  she  seeks 
a  mix  of  subjects,  though 
many  are  geared  toward 
women.  While  selections 
initially  emphasized  local 
authors,  they  have  expanded 
into  other  regions. 

The  club  usually  selects  paperback 
books  to  keep  the  costs  low  for  members, 
but  there  have  been  exceptions.  Once  she 
selects  a  book,  Bojorquez  arranges  with 
publishers  for  authors  to  visit  and  be  inter¬ 
viewed  for  profiles.  She  says  she  spends 
about  four  hours  a 
week  on  the  book 
club,  not  counting 
reading  time. 

The  paper  announ¬ 
ces  the  next  book  club 
selection  nearly  a 
month  before  the 
meeting,  and  author 
profiles  appear  several 
weeks  before. 

Finding  the  right 
venue  for  the  meetings 
has  been  one  of  the 
biggest  challenges. 
Gatherings  started  out 
in  an  auditorium  with  125  seats.  Right 
from  the  start,  people  had  to  be  turned 
away.  LeBar 's  goal  since  then  is  to  only 
promise  what  he  can  deliver.  “Readers, 
that  is,  customers,  expect  you  to  cough  up 
what  you  say  you  will,”  he  says. 

The  club  later  moved  into  a  larger  site, 
the  SOO-seat  Crest  Theater.  The  biggest 
crowd  was  about  600  for  the  club's  first 
anniversary,  featuring  a  dramatic  reading 
by  Rebecca  Wells  from  her  book  The 
Divine  Secrets  of  the  Ya-Ya  Sisterhood. 

Participating  bookstores  offer  a  30% 
discount  on  club  selections.  The  discount 


—  and  club  application 
forms  —  are  featured  in 
print  ads  and  on  book  club 
bookmarks,  which  are  dis¬ 
tributed  at  bookstores.  New 
members  are  placed  on  a 
mailing  list  and  notified  of 
upcoming  events. 

LeBar  says  the  club  pro¬ 
vides  a  “rare  opportunity  for 
editorial  to  work  with  mar¬ 
keting  and  not  cross  ethical 
lines.” 

Mark  Montgomery,  the 
Bee's  assistant  promotions 
manager,  says,  “We  help 
support  the  editorial  side  by 
using  our  database  to  send 
out  postcards,  plus  we  do 
promotional  ads.”  In  addition,  a  point-of- 
purchase  piece  “serves  as  a  display  for  the 
club  bookmarks.”  he  says. 

Plans  call  for  seeking  additional  book¬ 
store  sponsors.  “We’d  like  to  share  costs 
with  other  folks.”  says  Montgomery, 
adding  that  the  club  “has  really  been  a 
benefit  for  bookstores,  and  we  want  to 
leverage  that  to  a  certain  extent.” 

The  upside  for  participating  bookstores 


ATTENTION! 

NEWSPAPSRADVERTISING  DIRECTORS! 
Now.. .camera-ready 

FLOORING 
NEWSPAPER 
ADS  THAT 
WORK! 

Save  many  frustrating  hours 
and  expense  of  creating  retail 
ads  for  your  flooring  dealers. 

www.newsflooringads.com 


The  book  club 
provides  a  “rare 
opportunity  for 
editorial  to  work  with 
marketing  and  not 
cross  ethical  lines.” 

—  Scott  LeBar, 

assistant  managing  editor,  features 


Author  Rebecca  Wells 
drew  a  crowd  of  about 
600  people  for  the  book 
club’s  first  anniversary. 
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is  that  a  Sacramento  Bee  Book  Club  meet¬ 
ing  can  deliver  an  incredible  amount  of 
sales.  Divakaruni’s  Arranged  Marriages, 
for  example,  helped  sell  3,000  copies. 

Because  of  the  club’s  popularity. 
Tower  Books  has  contributed  a  $5,000 
sponsorship,  which  helps  pay  for  meeting 
places.  Tower  Books,  in  turn,  gets  to  sell 
the  monthly  selection  at  the  meeting. 

The  Bee  is  also  considering  increasing 
ad  revenues  by  tying  an  author’s  appear¬ 
ance  to  an  ad  package  from  the  book  pub¬ 
lisher. 

The  book  club  database  offers  other 
opportunities.  “We’ve  been  collecting  in¬ 
formation  on  our  readers  since  day  one,” 
says  Montgomery.  “The  more  we  know 
about  our  readers,  the  better  we  can  serve 
them.” 

There  are  other  benefits,  too.  Author  and 
longtime  member  Patricia  Canterbury  says 
that  the  club  has  encouraged  her  to  read 
books  outside  her  normal  comfort  zone. 

Canterbury  also  likes  the  reader  feed¬ 
back  published  in  the  paper.  “It’s  a  great 
way  to  get  people  talking  about  books.” 

Diane  Reverand,  Harper  Collins’  editor 
of  Rebecca  Wells’  The  Divine  Secrets  of 


Call  for 
Applications ... 

10-day  Study  Tour 
in  Germany 

In  March  1999,  spend  10  days  ex¬ 
amining  German  economy,  politics 
and  society  and  observing  transition 
into  European  Union. . . 

/  Open  to  print  and  broadcast 
media  professionals — Editors, 
Managing  Editors,  News 
Directors  and  Executive 
Producers. 

/  Program  covers  transporta¬ 
tion,  food  and  lodging  while  in 
Europe.  Airfare  not  included. 

/  Deadline:  February  15, 1998 


International  Center  for  loumalists 
1616  H  St.,  N.W.*  Third  Floor 
Washington,  D.C.  20006 
(202)  737-3700  •  fax:  (202)  737-0530 
e-mail:  snidytour@icl].org 


Heavy  traffic  to  Web  partner 


The  Sac  Bee  Book  Club  also  has  an 
online  element.  Its  Web  site 
(http://sacbee.com/sacbeat/bookcIub) 
gets  about  100,000  hits  —  or  page 
views  —  per  day. 

Online  content  manager  Rusty 
Coates  thinks  that  having  a  Web  site 
adds  to  the  book  club’s  success  because 
it  introduces  a  high-tech  level  of  inter¬ 
activity  between  the  readers,  the  paper 
and  the  authors  that  goes  beyond  the 
actual  book  club  meetings. 

As  a  feature,  the  club  just  started 
online  chats  with  the  authors  before  the 
meetings.  September’s  author  was 

the  Ya-Ya  Sisterhood,  attributes  part  of  the 
book’s  success  to  readings  Wells  did  in 
Northern  California.  “We’re  at  1.2  mil¬ 
lion  books  sold  for  Divine  Secrets  and 
about  4(X),()00  copies  of  Little  Altars, 
Rebecca’s  first  book.  This  is  definitely  a 
word-of-mouth  phenomenon  which  owes 
a  lot  of  its  success  to  book  clubs  like  the 
Sacramento  Bee's. 

Wells  herself  thinks  that  the  communi¬ 
ty  created  through  such  a  book  club  is 
important  for  writers,  readers,  book¬ 
sellers,  and  newspapers.  “It  is  sort  of  an 
old-fashioned  way  of 
pulling  thoughts  and 
words  and  emotions 
and  people  together,” 
she  says,  recalling  her 
appearance  at  the  Bee 
Book  Club  because  the 
audience  seemed  to  be 
so  passionate  about  the 
book.  “1  remember  the 
great  woman  in  the 
audience  who,  during 
the  Q&A  period, 
stepped  forward  and 
handed  me  a  color 
photo  of  her  license 
plate  which  read  YA- 
YA.” 

LeBar  says,  “Oper¬ 
ating  a  book  club  is 
definitely  a  side  of 
business  that  news¬ 
rooms  are  unaccus¬ 
tomed  to.  It’s  a  differ- 


crime  writer  Michael  Connelly.  “We 
had  about  50  people  volleying  ques¬ 
tions  at  him,  and  he  was  firing  answers 
right  back.  It  was  a  lively  hour.” 

In  one  area  of  the  Web  site,  readers 
can  access  articles  about  various 
authors,  check  the  schedule  of  upcom¬ 
ing  events,  and  chat  with  other  online 
members  about  books  they  have  read. 
“This  interactivity  is  of  great  value  to 
our  readers.  It’s  a  chance  to  get  togeth¬ 
er  and  talk  about  books.  It’s  a  way  for 
people  to  tell  if  a  book  will  appeal  to 
them  or  not,”  says  Coates. 

—  Luanne  Brown 

ent  kind  of  role  than  most  people  in  edit¬ 
ing  do.  How  many  AME’s  (assistant  man¬ 
aging  editors)  would  see  it  as  part  of  their 
Job  to  stand  up  on  stage,  do  a  raffle,  and 
see  what  kind  of  laughs  they  can  get? 
Usually  we  cover  events.  But  with  the 
book  club,  we  create  them.”  LeBar  feels 
that  book  club  has  helped  the  paper 
become  a  part  of  the  community  at  a  dif¬ 
ferent,  perhaps  deeper,  level. 

Brown  is  a  freelance  writer  based 
in  Seattle. 
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A  strong  promotional 
campaign  has  helped 
draw  large  numbers 
of  people  to  book 
club  meetings. 
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Ad  spending  to  slow 


by  Robert  Neuwirth 

Advertising  in  newspapers  will  slow 
but  still  grow  in  1999.  two  prog¬ 
nosticators  say. 

Both  Robert  Coen,  forecasting  guru  for 
McCann-Erickson  Worldwide,  and  Miles 
Groves,  chief  economist  for  the  Newspa¬ 
per  Association  of  America,  say  newspa¬ 
per  ad  revenue  growth  rates  will  fall  by 
approximately  25%  in  1999.  Coen  says 
this  year  will  close  with  local  ad  spending 
in  newspapers  growing  to  $38.9  billion,  or 
6%  over  1997.  But  his  1999  outlook  shows 
local  ad  spending  gaining  4.5%  to  $40.6  bil¬ 
lion.  He  projects  national  ad  spending  in 
papers  —  the  smallest  but  fastest-growing 
category  —  to  advance 
about  8%  this  year  to 
$5.4  billion,  and  to 
slow  to  6.5%  in  1999. 

Overall,  Coen 
says,  newspaper  ad 
spending  will  grow 
4.7%  to  $46.4  billion  in 
1999  —  compared  with  a  5.5%  gain  in  all 
media,  to  $212  billion.  Groves  predicts 
similar  slowdowns. 

Classified,  which  advanced  a  robust 
11.3%  in  1997,  will  slow  to  a  6.5% 
increase  in  1998,  and  5.1%  to  $18.8  billion 
in  1999.  he  says.  Retail  —  up  5%  in  1997 
and  projected  to  advance  4.8%  this  year  — 
will  slow  to  a  3.8%  clip  and  attract  $21  bil¬ 
lion  in  1999  spending.  And  national,  after 
posting  strong  14.1%  growth  last  year,  is 
set  to  advance  9.4%  this  year,  slowing  to 
5. 1  %,  or  a  total  of  $6. 1  billion  in  1999. 

“We  think  1999's  going  to  be  a  pretty 
good  year,”  Coen  told  Wall  Street  analysts 
at  Paine  Webber's  annual  media  confer¬ 
ence  in  New  York.  “It’s  probably  going  to 
be  better  than  anyone  thought  possible.” 

Newspapers  will  at  least  retain  and  pos¬ 
sibly  grow  their  ad  market  share  in  1999, 
Groves  says,  adding,  “The  old  saying  of  a 
declining  industry  doesn't  really  hold  true.” 

And  Martin  Neisenholtz.  president  of 
New  York  Times  Electronic  Media,  says 
the  increasing  penetration  of  the  Internet 
into  American  homes  —  30%  are  expected 
to  be  wired  by  the  end  of  the  year  —  means 
big  increases  in  Web  advertising,  which  is 
expected  to  top  $2  billion  this  year,  less 
than  1%  of  total  measured  ad  spending. 
Projections  call  for  Web  ad  spending  to 
reach  $8  billion  to  $  1 5  billion  by  2002  —  a 
still  small  but  increasing  share  of  total  U.S. 


ad  spending.  What’s  more,  with  the  top  50 
sites  grabbing  70%  of  the  advertising  fees, 
“most  of  the  dollars  will  accrue  to  a  hand¬ 
ful  of  players,”  Neisenholtz  says. 

He  projects  two  strategies  taking  shape 
on  the  Net:  sites  that  attempt  to  drive  max¬ 
imum  traffic  and  sites  that  force  users  to 
register  and  thus  provide  valuable  audi¬ 


ence  information,  which  drives  ad  sales. 

The  New  York  Times,  which  doesn’t 
charge  online  fees  but  requires  users  to  reg¬ 
ister,  has  a  databa.se  of  5.3  million  readers. 

Neisenholtz  predicts  Times  online  oper¬ 
ations  will  generate  $6  million  to  $7  mil¬ 
lion  in  ad  revenue  this  year  and  will  gain 
60%  in  1999,  as  advertisers  are  buying 
longer-term  ads  and  taking  more  interest 
in  user  lists.  “Advertisers  are  beginning  to 
look  much  more  at  the  clicker  instead  of 
the  just  the  click.”  he  says.  H 


Help  'feur 
Readers  Say  NO 

to  Frozen  Rpes. 


Cold  weather  can  cause  a  real 
disaster  -  INSIDE  your  home. 
Water  pipes  can  freeze  and  burst. 
The  resulting  mess  can  cost 
thousands  of  dollars  to  clean 
up  and  repair. 


The  whole  ordeal  is  avoidable;  we 
can  help  you  tell  your  readers  how. 


Just  tell  us  what  you  need: 
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PaineWebber 

Continued  from  page  9 


“Every  McClatchy 
newspaper  is  increas¬ 
ing  the  space  devoted 
to  news  next  year,” 
said  CEO  Gary  Pruitt, 
noting  that  at  the  same 
time  revenues  would 
grow  3%  or  4%  in  1999 
while  per-share  earnings  will  advance 


10%. 


The  company  also  promised  aggressive 
investments  in  nontraditional  ventures, 
including  direct-mail  operations  and 
commercial  printing.  In  addition,  its 
newspapers  will  roll  out  many  zoned  edi¬ 
tions  and  are  marketing  to  growing 
Spanish-speaking  populations  in  four 
cities,  with  one,  the  Fresno  Bee,  opting  to 
produce  a  special  weekly  Spanish-lan- 
guage  classifieds  section. 


CENTRAL  NEWSPAPERS 

Prevented  from  making  any  predic¬ 
tions  for  1999  because  a  Pulliam  family 
trust  is  selling  shares.  Central  Newspa¬ 
pers  CEO  Louis  A.  “Chip”  Weil  nonethe¬ 
less  bragged  that  Central  has  started  a 
transition  “from  a  newspaper  publishing 
company  to  an  integrated  information- 
services  business.”  The  proof:  the 
Phoenix-based  firm  is  set  to  take  in  close 
to  $2  million  in  new  revenues  from  its 
database  marketing  programs  in  Arizona 
and  Indiana.  In  September,  Central 
bought  National  School  Reporting  Ser¬ 
vice,  a  database  of  school  information 
sold  to  Realtors. 

Advertising  rates  should  rise  between 
2%  and  6%  in  1999  and  Central’s  papers 
will  continue  to  publish  more  zoned  edi¬ 
tions,  seeking  to  grab  incremental  adver¬ 
tising  dollars  from  smaller  firms  that  can¬ 
not  afford  to  be  in  the  entire  run  of  a 
paper,  said  CFO  Thomas  K.  MacGillivray. 

In  addition,  he  said,  while  Central  was 
thinly  traded  two  years  ago,  with  the 
Pulliam  family  controlling  two-thirds  of 
its  shares  and  only  15,000  shares  chang¬ 
ing  hands  every  day,  the  picture  has 
changed.  The  Pulliam  share  has  been  cut 
to  just  33%,  and  60,000  shares  trade 
every  day  on  Wall  Street. 

WASHINGTON  POST  CO. 

Once  again,  CEO  Donald  Graham  and 
president  Alan  Spoon  noted  that  the  firm 
led  by  The  Washington  Post  newspaper 
focuses  on  growth  over  the  long  haul. 
“We  really  truly  do  not  attempt  to  present 


1  4 


a  smooth  pattern  of  quarterly  earnings,”  I 
Graham  told  analysts.  He  called  1998  “a  i 
respectable  year  though  not  the  booming  | 
year  we  might  have  hoped  for,”  adding 
that  at  the  flagship  newspaper,  revenues 
were  a  little  less  and  costs  a  little  higher 
than  expected. 

The  Washington  Post  projects  a  4% 
advertising  rate  increase  in  1999,  but  j 
Spoon  said,  “We  have  never  prepared  j 
full-year  advertising  budgets  with  less  j 
confidence.”  Added  Graham,  “We  are  j 
budgeting  for  growth  —  but  I  don’t  put  a 
lot  of  stake  in  our  forecasts  and  neither 
should  you.” 

E.W.  SCRIPPS  CO. 

With  advertising  revenues  expected  to  i 
rise  6.6%  this  year  and  6%  in  1999  and  j 
rates  expected  to  mimic  inflation,  E.W.  [ 
Scripps  Co.  sees  no  end  to  steady  growth  j 
in  newspaper  advertising,  though  senior  j 
vice  president  Alan  Horton  conceded  that 
“classified  has  definitely  slowed.” 

The  Cincinnati-based  company  re-  | 
vealed  its  strategy  in  Denver,  where  its  | 
Denver  Rocky  Mountain  News  is  locked  j 
in  a  circulation  war  with  William  Dean  | 
Singleton’s  Denver  Post.  Typically,  said  ! 
Horton,  there  has  been  “lots  of  grunts  and 
sweat  but  little  movement  on  either  side.” 

He  said  that  began  to  change  18 
months  ago  when  Scripps  picked  up  the 
Boulder  Daily  Camera  and  began  offer¬ 
ing  Joint  advertising  buys.  The  goal  is 
market  share  and  the  means  is  discount¬ 
ing.  Both  papers  offer  long-term  daily 
subscriptions  at  rates  approaching  a 
penny  a  day.  “The  weapon  of  choice  in 
Denver  is  circulation  pricing  and  I  do  not 
expect  that  to  end  anytime  soon,”  Horton 
said. 

TRIBUNE  CO. 

For  1999,  Chicago-based  Tribune  Co. 
projects  earnings  and  free  cash  flow  to 
rise  10%.  “Our  revenue  and  cash  flow  per 
subscriber  lead  the  industry  and  our  mar¬ 
gins  are  at  the  high  end,”  said  CEO  John 
Madigan.  For  its  newspapers.  Tribune 
projects  revenues  gaining  4%  to  6%, 
while  EBITDA  will  advance  5%  to  7%. 
Retail  and  classified  advertising  revenues 
I  will  advance  in  the  mid-single  digits, 
j  fueled  by  selected  rate  increases. 

I  Tribune  also  vowed  to  battle  federal 
j  regulations  banning  a  company  from 
owning  a  newspaper  and  TV  station  in  the 
same  market.  This  could  restrict  its  oper¬ 
ations  in  South  Florida,  where  it  owns  a 
TV  station  in  Miami  and  the  Fort 
!  Lauderdale  Sun-Sentinel.  Tribune  is  seek- 
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ing  an  exemption  from  the  rule.  “If  it 
doesn’t  go  our  way,  we'll  take  it  to  court,” 
vowed  Tribune  Broadcasting  president 
Dennis  FitzSimons.  “We  think  all  of  these 
cross-ownership  rules  are  archaic.” 

KNIGHT  RIDDER 

With  the  muffled  chants  of  Detroit 
union  activists  in  the  background,  CEO 
Tony  Ridder  made  this  pitch:  “a  20% 
operating  margin  after  all  expenses, 
including  corporate  in  2000.”  How  to  do 
this  in  a  tough  market?  “The  answer  is  to 
watch  every  dime,”  said  operations  vice 
president  Frank  McComas. 

For  1998,  Knight  Ridder’s  31  dailies 
project  retail  advertising  revenues  to 
advance  4%,  while  general  and  classified 
will  be  up  3%  each.  The  company’s 
advertising  results  were  hurt  by  the  slow¬ 
down  in  Silicon  Valley,  where  the  San 
Jose  Mercury  News  reported  classified 
down  8%  and  help  wanted  plummeting 
more  than  15%  and  by  soft  conditions  at 
The  Miami  Herald. 

Next  year,  Ridder  projects  total  adver¬ 
tising  revenues  advancing  3%  to  4%,  with 
retail  and  general  up  a  bit  more  and  clas¬ 
sified  lagging  at  2%  to  3%  growth. 

And,  regarding  Detroit,  Ridder  an¬ 
nounced  that  the  Detroit  Free  Press  was 
profitable  in  1998,  with  $20  million  in 
earnings.  There  are  still  580  unionized 
employees  who  need  to  be  rehired  and 
Ridder  said  the  paper  is  taking  them  back 
slowly,  1 5  to  20  every  month. 

I  NEW  YORK  TIMES  CO. 

I  Go  national.  That’s  the  word  from 
I  Arthur  Sulzberger  Jr.,  chairman  of  the 
i  New  York  Times  Co. 

The  flagship  New  York  paper  —  which 
I  makes  up  half  the  company’s  business  — 

I  has  grown  national  circulation  while 
falling  slightly  on  the  local  front  and  now 
takes  in  56%  of  its  advertising  revenues 
from  national  advertising.  The  Times  now 
has  37  third-party  printing  deals  with 
I  newspapers  around  the  country  and  has 
Just  rolled  out  a  new  printing  deal  with 
The  Arizona  Republic.  Three  more  agree¬ 
ments  will  be  announced  in  1999.  Color 
advertising  has  grown  to  10%  of  the 
paper’s  total  revenues  and  will  go  higher 
as  Times  president  Janet  Robinson 
announced  that  the  paper  will  double  its 
}  premiums  for  color  positions  in  some  cat¬ 
egories. 

For  1999,  the  company  projects  adver¬ 
tising  rates  to  grow  between  4%  and  7%, 
with  The  Boston  Globe  lagging  a  bit  at  3% 
i  see  PaineWebber  on  page  69 
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Teen  poll  discouraging  news 
for  media,  right  behind  gov’t 


Half  of  the  teenagers  in  a  recent  sur¬ 
vey  blame  the  news  media  for  soci¬ 
ety’s  problems.  A  slightly  higher 
number  (three  out  of  five)  blame  the  feder¬ 
al  government  for  most  social  ills. 

The  survey  of  nearly  3,(KK)  12-  to  19- 
year-old  students  was  conducted  by 
Roper  Starch  Worldwide  Inc.  for  PRIME- 
DIA  Inc.,  the  New  York-based  publisher 
of  Seventeen,  The  Weekly  Reader,  New 
York,  Chicago  and  other  magazines. 

Students  were  given  a  list  of  15  differ¬ 
ent  groups,  and  were  asked  to  name  the 
groups  most  responsible  for  current  prob¬ 
lems.  Fifty-eight  percent  named  the  fed¬ 
eral  government.  46%  the  news  media, 
and  44%  the  entertainment  industry. 
Racial  minorities  were  listed  by  38%  of 
the  survey  respondents,  and  gays  and  les- 


The  report  speculates 
that  the  news  media  may 
attract  much  of  the 
blame  from  today’s 
young  people  because  of 
“the  24-hour-a-day  pace 
of  the  news.” 

bians  were  listed  by  36%  as  groups 
responsible  for  society’s  problems. 

Females  were  more  likely  than  males 
to  identify  the  entertainment  industry 


I  (51%  for  females  vs.  38%  for  males)  and 
'  the  news  media  (49%  vs.  44%).  Males 
were  more  likely  to  blame  gays  and  les¬ 
bians  (43%  V.  29%)  and  immigrant 
groups  (31%  V.  22%)  for  society’s  prob¬ 
lems. 

When  asked  which  groups  are  most 
likely  to  correct  social  problems,  teen¬ 
agers  listed  scientists/inventors  (57%), 
young  pteople  (55%)  and  environmental 
groups  (49%). 

The  report  speculates  that  the  news 
media  may  attract  much  of  the  blame 
from  today’s  young  people  because  of 
“the  24-hour-a-day  pace  of  the  news 
(which)  may  be  contributing  to  a  percep¬ 
tion  among  young  people  that  the  media 
itself  is  partly  to  blame  for  causing  prob¬ 
lems  in  our  society.” 


Learn  How  To  GROW  \buR  Newspaper 


The  American  Press  Institute  will  conduct  a  special 
New  Product  Development  seminar  Jan.  11-15  in 
Tampa,  FL.  Participants  will  examine  and  gain 
insight  into  new  directions  for  growth  and  gaining 
market  share.  We  will  share  successful  new 
product  development  both  inside  and  outside  the 
newspaper  industry. 


Speakers  will  cover  all  sides  of  new  product  development. 
They  include: 

Jeffrey  Green,  Tampa  Tribune 


Glenn  Rift,  The  Bergen  Record 


Scott  Stines,  The  Gazette  Co.  (Iowa) 


Shaun  O’L.  Higgins,  Spokane  Spokesman-Review 


COME  AWAY  WITH  TOOLS  AND 
STRATEGIES  THAT  WORK! 

Regi.ster  today  and  receive  a  25%  discount  for  a  second  member 
from  your  newspaper. 

The  American  Press  Institute 

Where  newspapering ’s  best  get  better. 


What  ‘98  participants  had  to  say 
about  this  seminar: 

“Enlightening  and  thought- 
provoking;  it  gave  me  a  new 
perspective  on  new  product 
development.” 

John  Carroll.  Columbus  (GA)  Ledger-Enqurier 

“Definitely  worth  it  -  got  what  I 
came  for.” 

Cynthia  J.  Nash.  The  Seattle  Times 

New  Product  Development 

January  1 1-15,  1999 

Hyatt  Regency  Westshore,  Tampa,  FL 

Tuition;  $995 

To  register,  contact  Warren  Watson  at  API: 
American  Press  Institute 
1 1690  Sunrise  Valley  Drive 
Reston,  VA  20191 
Phone;  703-620-361 1 
Fax:  703-620-5814 


www.mediainfo.com 
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Political  coverage  needs  overhaul 


by  Thomas  Winship 


Wouldn’t  you  think  our  proud 
band  of  daily  chroniclers  had 
taken  quite  enough  of  a  beating 
this  year,  without  then  falling  flat  on  its 
face  in  the  off-year  elections? 

What  a  public  mud  bath  —  reporters, 

pundits,  editors,  tele- _ 

vision,  radio,  even 
Matt  Drudge  —  all  of  ' 
us  went  down  for  the  Vy 
count. 

As  we  ease  into  the  SI 
turn-of-the-century 
presidential  campaign, 
shouldn’t  newspaper 
editors  spare  their 
readers  from  another 
overdose  of  lousy  re¬ 
porting?  Since  we  oc¬ 
casionally  are  pretty  good  at  self-correc¬ 
tion,  how  about  considering  some  of  these 
10  different  ways  of  conducting  our¬ 
selves? 

1  For  a  change,  why  not  let  what  the 
candidates  actually  say  carry  the  story  of 
the  campaign?  An  old-fashioned  concept, 
yes,  but  unvarnished  coverage  of  the  can¬ 
didates’  mouthings  would  refresh,  even 
enlighten,  readers.  At  the  same  time,  rein 
in  your  chattering  pundits  whose  views 
generally  are  based  on  precious  little 
reporting. 

Cleanse  the  news  columns  and  confine 
the  know-it-all  magpies  to  the  ed  and  op¬ 
ed  pages.  As  Tony  Blankley,  Newt  Gin¬ 
grich’s  flack,  says,  “Pundits  are  remark¬ 
ably  better  at  autopsy  than  they  are  at 
prophecy.” 

2  Poll  away,  if  you  must,  in  that  ever- 
addictive  vice,  but,  for  God’s  sweet  sake, 
play  those  polls  inside  the  paper.  Polls, 
after  all,  are  no  more  accurate  than  the 
pundits  are;  a  perception  only  of  the  facts; 
no  more.  And  isn’t  one  straw  poll  per 
campaign  quite  enough? 

Let’s  have  it  for  more  door-to-door 
shoe-leather  reporting  instead  of  those 
telephone  polls  conducted  by  marketing 
folks. 

3  Watch  the  headlines  you  place  on 
those  poll  stories  in  close  contests,  such 
as,  “Smith  leads  Jones  by  4  percent,” 
even  though  the  same  story  warns  of  a  4 
to  5  percent  margin  of  error. 

This  kind  of  headline  is  manifestly 


unfair  to  both  the  candidates  and  the  pub¬ 
lic,  and  in  the  last  election  was  just  plain  | 
wrong  in  several  contests. 

4  Take  your  newspaper  reporters  and  | 
columnists  off  those  reporter  panels  in  the  ! 
televised  debates  between  candidates,  j 
They  invariably  muddy  up  and  detract 
attention  from  the  main  event. 

_ _  The  trouble  is  too 

many  TV  program 
producers  want  these 
reporter  panels  to 
create  more  theater, 
and  to  polarize  the 
issues  which  induces 
candidates  to  go  neg¬ 
ative. 

rjA  These  TV  appear- 
ances  usually  do  nei¬ 
ther  their  nor  the 
paper’s  reputations 
much  good.  Let  the  electronic  media  do 
its  thing,  and  the  print  press  do  its  thing. 

The  airwaves  are  too  polluted  by  fanta¬ 
sy  reporting  these  days, 

'  especially  on  Sunday 
i  talk  shows,  with  the  Poll  3W3y, 

i  exception  of  David  ..... 

I  Broder  and  one  handful  yOU  miiSt,  111  th3t 
!  of  others.  .j-  .• 

!  5  If  a  newspaper  is  a  OVer-addlCtlVO  Vice, 

co-sponsor  of  the  de-  q 

I  bate,  exclude  the  puD-  ’ 

I  lie  from  the  studio.  Too  SWGGt  S3kG 

;  often,  candidates  pack  ’ 

the  hall  with  their  own  pl3y  thOSG  pollS 
I  cheering  section.  They 

do  nothing  but  slow  the  inside  the  p3per. 
i  debate  and  distort  a 
candidate’s  popularity, 
i  The  classic  debate  format  with  the  two 
i  candidates  having  at  each  other,  assisted 
i  perhaps  by  a  respected  outside  modera- 
j  tor,  is  the  best  test  of  a  candidate’s 
I  prowess. 

I  6  Let’s  have  more  in-depth  character 
!  profiles  and  closer  examination  of  past 
i  records  and  how  the  candidate  stood  up 
under  stress. 

But  let  us  forever  and  ever  just  say 
I  “no”  to  pursuing  the  bedroom  stuff  when 
i  it  has  no  bearing  whatsoever  to  a  candi- 
I  date’s  public  performance, 
i  7  Step  up  reporting  on  negative  adver- 
1  tising.  The  practice  has  grown,  while 
!  press  coverage  has  sagged. 

I  8  If  newspapers  want  to  become  the 


public  service  players  they  used  to  be, 
they  should  re-invigorate  their  editorial 
page  participation  in  campaigns. 

Why  not  carry  more  editorials  at  the 
height  of  the  campaign  and  run  endorse¬ 
ment  editorials  earlier  than  only  a  few 
days  before  election  day?  The  idea  of  late 
endorsements  is  way  overrated. 

If  your  candidate  really  screws  up  after 
the  endorsement,  think  of  the  impact 
when  the  paper  publicly  withdraws  its 
support. 

Be  brave,  ed  writers.  Your  page  is  there 
to  be  heard  and  feared  more  than  it  is 
these  days. 

9  Run  many  more  listing  of  major  con¬ 
tributors  before  elections.  Also  carry  late 
filings  after  the  election.  Precious  few 
newspapers  give  a  hoot  about  printing 
these  filings,  even  though  they  are  the 
very  best  clues  to  American  political 
behavior. 

10  Finally,  from  now  until  the  year 
2000,  editorial  pages  should  wage  a  non¬ 
stop  drive  for  far  greater 
voter  turnout  in  this 
country. 

.  They  should  examine 

t,  in  tn3t  relentlessly  ways  to 

. .  .  combat  our  voter  lethar- 

tive  vice,  gy  that’s  so  terrible 

God’s  about  voting  by  mail  or 

by  telephone,  for  week- 
53  ke  voting  over  one  or 

’  two  days  or  a  week,  or  a 

le  polls  national  voters’  holiday? 

Or  all  of  the  above? 

i  p3per.  Think  about  these 

recent  election  figures 
on  the  percentage  of  the 
voting  age  population  that  voted; 

Greece  85%,  Australia  84%,  South 
Africa  84%,  United  Kingdom  77%, 
Germany  73%,  France  71%,  Russia  70%, 
Croatia  69%,  Poland  65%,  Canada  62%, 
United  States  55%,  El  Salvador  50%, 
Philippines  49%,  and  Zimbabwe  31%. 

In  the  last  election,  the  U.S.  voter 
turnout  was  slightly  more  than  36%,  the 
lowest  sine  1942. 

Shame  on  us. 

Winship,  former  editor  of  The 
Boston  Globe,  is  chairman  of  the 
[  International  Center  for  Journalists  in 
Washington,  D.C.  His  column 
appears  regularly. 
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Advertisers  Get  Results  with  Online  Directories  and  City  Guides! 


A  major  study,  conducted  for  The  Editor 
&  Publisher  Co.,  resulted  in  a  110-page 
research  report  authored  by  new  media 
expert  Peter  Zollman. 


Local  and  regional  newspapers’ 
online  services  are  making  money 
from  this  rich  revenue  source. 
And  so  are  their  competitors! 
Shouldn’t  you  be,  too? 


Find  out  how  in  “Online  Directories: 
Pathways  to  Profit?”  For  key  findings 
and  a  sample  of  “what  you  need  to 
know,”  review  the  Executive  Summary  at 

www.mediainfo.com/directories.htm 


mandatory  reading  for  any¬ 
body  in  the  online-directory 
field  -  newspaper,  Telco  or  city 
guide.  You’d  better  buy  it;  your 
competition  probably  did.” 

Jack  Duwbs.  Guide 
Mining  Company 
hltp://usnewspapers.miningco.com 


Send  me 
Send  me 


E&P  RESEARCH  REPORTS 

copies  of  “ONLINE  DIRECTORIES:  PATHWAYS  TO  PROFIT?”  at  $295  each 
copies  of  “E-COMMERCE:  A  MEDIA  MONEY  MAKER”  at  $295  each 


SPECIAL  OFFER  F0_R  CHARTER  SUBSCRIBERS 


PAYMENX  INF_0_R  IVLATION 

□  My  check  is  enclosed  (U.S.  funds  only,  payable  to  Editor  &  Publisher)  Check  must  be  through  U.S.  bank. 
Bill  my  credit  card  □  AMEX  □  VISA  □  MC  #; _ 


Signature; , 


FOUR  MORE 
REPORTS  FOLLOW  IN 


THE  SERIES  IN  1999 


□  1  want  all  six  reports  in  the  1998-99  series  at  the  low  price  of  $1,150.00  (a  35%  savings) 

Name 

Title 

Company 

Address 

City 

State 

Zip 

Phone 

Fax 

E-mail 

URL 

_Exp.Date: 


Mail/Fax:  Michael  Troxler,  The  Editor&Publisher  Co.,  11  W.  19^  St.,  NY,  NY  10011-4234  Tel:  (212)  675-4380  ext.  285  •  Fax:  (212)  929-1894 

CA,  CO,  DC,  IL.  MA.  NY  and  Canada  please  add  appropriate  sales  tax.  International  deliveries  outside  the  U.S  or  Canada  add  $25  for  delivery  and  handling. 

Order  on  our  Web  site;  www.mediainfo.com 
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Swaps  catch  on  as  publishers  like 
buying  stabie  newsprint  prices 


by  Robert  Neuwirth 


In  a  bid  to  level  out  price  swings  and 
ease  budgeting,  growing  numbers  of 
newspaper  companies  have  adopted  a 
strategy  that  dates  from  the  days  when 
newsprint  prices  surged  to  around  $700  a 
ton:  swaps. 

The  swaps  —  a  misleading  term  for 
deals  in  which  no  rolls  of  newsprint 
change  hands  but  newspapers  are  protect¬ 
ed  against  sharp  price  swings  on  their 
biggest  single  cost  outside  payroll  —  have 
become  a  regular  part  of  operations  for 
companies  like  Times  Mirror,  MediaNews 
Group,  and  many  other  small  and  large 
newspaper  operators. 

Houston-based  Enron  Capital  and 
Trade  Resources  Corp.  says  15  newspaper 
firms  have  spent  about  $4  billion  on  its 
newsprint  swaps  since  the  service  began 
in  1997. 

Southern  Co.  Energy  Marketing,  in 
Atlanta,  also  offers  swaps. 

“The  market  has  grown  significantly,” 


says  Enron  director  Edward  Ondarza. 
“This  will  become  an  everyday  part  of  the 
financing  and  budgeting  process  from  this 
day  forward.” 

How  do  swaps  work?  Here’s  how 
Ondarza  describes  a  typical  deal:  the 
swap  agent  and  the  newspaper  agree  on  a 
price  —  $605  a  ton,  for  example  —  for  a 
set  amount  of  newsprint  over  a  set 
amount  of  time. 

At  the  same  time,  the  swap  agent 
strikes  a  deal  with  newsprint  producers, 
also  at  a  set  price,  say  $600. 

Each  side  is  gambling  on  what  the  mar¬ 
ket  will  do  over  the  life  of  the  swap.  If  the 
price  per  ton  goes  up  to  $610,  the  agent 
owes  the  paper  $5,  but  according  to  the 
deal  with  the  producers,  since  the  market 
price  has  gone  up,  they  must  pay  the  agent 
$  1 0  per  ton. 

By  contrast,  if  the  price  goes  down  to 
$595,  the  paper  must  pay  the  agent  that 
extra  $10,  but  the  agent  pays  the  news¬ 


print  supplier  just  $5. 

Newspapers  and  newsprint  manufac¬ 
turers  benefit  from  stable  prices.  Each 
side  is  guaranteed  not  to  take  a  bath  if  the 
market  shifts  dramatically,  as  commodity 
markets  like  newsprint  do  occasionally. 
The  swap  agent  gains  the  differential 
between  the  price  newspapers  are  wilting 
to  pay  for  newsprint  and  the  price  mills 
are  willing  to  sell  for.  Swapping  levels  out 
the  feast  and  famine  cycle:  When  news¬ 
print  prices  stumble,  newspapers  have  a 
field  day  of  low  costs  and  high  profits  — 
at  manufacturers’  expense  —  but  when 
prices  rise,  newspaper  costs  soar,  and 
profits  plummet. 

William  Dean  Singleton  says  his 
MediaNews  Group  —  which  operates  the 
Los  Angeles  Daily  News  and  The  Denver 
Post  —  has  60%  of  its  newsprint  needs 
tied  up  in  swaps  ranging  from  seven  to  10 
years.  With  newsprint  prices  low  now 
thanks  to  weak  demand  in  Asia  and  the 
settlement  of  the  Abitibi-Consolidated 
strike,  he  expects  to  come  out  a  loser  over 
the  short  haul. 

“When  the  market’s  going  down,  you 
don’t  look  really  smart,”  Singleton  says. 
“But  when  it’s  going  up,  you  took  bril¬ 
liant.  We’re  buying  stability  and  pre- 
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ExSiP  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

12/9/98 

12/2/98 

12/9/97 

1 

12/9/98 

12/2/98 

1^9^^ 

A.H.  Belo  Corp.  (NY) 

18.688 

19.375 

24.875 

McClatchy  Co.  (NY) 

32.563 

33.125 

28.812 

American  Media  Inc.  (NY) 

4.500 

4.688 

7.875 

Media  General  Inc.  (AM) 

46.688 

47.063 

41.812 

Central  Newspapers  Inc.  (NY) 

67.250 

66.688 

68.812 

New  York  Times  Co.  (NY)+++ 

33.938 

31.063 

30.250 

Dow  Jones  &  Co.  Inc.  (NY) 

47.938 

47.250 

53.875 

News  Corp.  Ltd. 

26.188 

27.500 

22.937 

E.W.  Scripps  Co.  (NY) 

51.125 

50.688 

42.750 

Pearson  Ltd. 

19.875 

18.125 

8.490 

Gannett  Co.  Inc.  (NY) 

65.000 

63.063 

59.500 

Pulitzer  Publishing  Co.  (NY) 

80.625 

80.563 

57.348 

Gray  Comm.  Sys.  (NY) 

18.438 

17.688 

27.187 

Quebecor  Inc.  Class  A 

20.750 

20.250 

28.000 

Harte-Hanks  Inc.  (NY)++ 

25.000 

23.063 

34.375 

Sun  Media  Corp.  (TSE)* 

20.900a 

17.100a 

N/A 

Hollinger  International  (NY) 

12.875 

12.813 

13.500 

Thomson  Corp.  (TSE) 

36.500a 

36.300a 

38.200a 

Journal  Register  Co.  (NY) 

14.563 

15.813 

18.125 

Times  Mirror  Co.  (NY) 

57.250 

59.438 

58.625 

Knight  Ridder  (NY) 

50.875 

51.313 

50.937 

Tribune  Co.  (NY)** 

63.688 

61.688 

58.687 

Lee  Enterprises  Inc.  (NY) 

28.625 

28.125 

27.687 

Washington  Post  Co.  (NY) 

530.750 

520.625 

470.000 

*  Initial  public  offering  completed  on  12/15/97 

**  Adjusted  for  2-for-1  stock  split 


+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98 
++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 


(a)  Canadian  dollars 
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dictability.”  He  expects  to  benefit  when  newsprint  prices  rise 
again. 

Times  Mirror  Co.  —  including  the  Los  Angeles  Times,  The 
Hartford  Coiirant,  The  Sun  in  Baltimore  and  Newsday, 
Melville,  N.Y.  —  has  between  30%  and  50%  of  its  newsprint 
deals  in  swaps  running  three  to  five  years. 

“Some  years  you  pay  more,  some  years  you  pay  less,”  says 
treasurer  Steven  J.  Schoch.  “Wall  Street  values  predictability  in 
public  companies.”  H 

Separatism,  no:  Quebecor 
to  acquire  Sun  Media 

What  a  difference  two  years  makes. 

In  1996,  when  Quebecor,  Pierre  Peladeau’s  scrappy  French- 
language  tabloid  empire,  made  a  run  for  Sun  Media.  Sun  colum¬ 
nists  had  some  choice  words.  One  called  the  publisher  “an  ex¬ 
alcoholic,  a  closet  separatist  [who]  has  slurred  Jews.”  Another 
argued,  “If  Peladeau  ends  up  owning  us,  it  will  be  an  ideologi¬ 
cal  disaster  for  the  Suns."  Peladeau,  who  supported  indepen¬ 
dence  for  Quebec,  has  since  died. 

Fast  forward  to  Dec.  9,  when  Sun’s  board,  desperate  to  avoid 
a  hostile  embrace  from  Toronto  Star  parent  company  Torstar 
Corp.,  practically  swooned  over  Quebecor ’s  offer  of  C$983  mil¬ 
lion  (USS680  million). 

The  combo  will  create  Canada’s  first  national  tabloid  pub¬ 
lisher  —  and  second  largest  newspaper  group  after  Southam 
Inc.  —  combining  Suns  in  Edmonton,  Calgary,  Ottawa  and 
Toronto  with  Quebecor ’s  tabloids  in  Winnipeg.  Montreal,  and  in 
Quebec,  Quebec  City  and  Sherbrooke. 

Quebecor  has  already  locked  up  almost  44%  of  Sun’s  shares 
—  9.5%  it  holds  and  34%  from  Sun  Management,  effectively 
preventing  Torstar  from  getting  the  two-thirds  it  needs  for  a  hos¬ 
tile  takeover,  which  it  has  taken  to  Sun  shareholders  after  being 
spumed  by  directors.  Quebecor ’s  move  came  a  day  after  Torstar 
sweetened  its  bid  by  almost  20%  to  $900  million. 

Counting  Sun  debt  of  C$345  million,  the  cost  of  the  deal  to 
Quebecor  is  more  than  C$1.3  billion. 

World-Herald  Co. 
buys  weeklies 

Adding  to  its  new.spaper  cluster  in  and  around  Nebraska’s 
largest  city,  the  Omaha  World-Herald  Co.  has  bought  the 
Bellevue  Leader,  a  6.750-paid  circulation  weekly,  from  the 
Huse  family,  which  has  owned  it  since  1984.  Included  in  the 
transaction  are  the  Leader  Shopper,  a  16,000-circuiation  total 
market  coverage  publication,  and  Air  Pulse,  the  13.200-circula- 
tion  official  newspaper  of  Offutt  Air  Force  Base.  Terms  were 
not  revealed.  The  company,  led  by  the  flagship  Omaha  World- 
Herald,  now  owns  three  weeklies  around  Omaha  and  five 
dailies  in  the  West. 

Central  stock  split 

In  a  move  taking  full  effect  on  Jan.  8.  Central  Newspapers’ 
stock  will  undergo  a  two-for-one  split,  effective  for  sharehold¬ 
ers  of  record  as  of  Dec.  18.  In  addition.  Central  elevated  CEO 
Louis  A.  “Chip”  Weil  to  chairman,  succeeding  Frank  E.  Russell, 
effective  Dec.  31. 
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BSrP  VIEWPOINT 


Journalism’s  next 
generation  stays  upbeat 


At  this  low  moment  in  the  Fourth 
Estate,  bringing  5,000  eager  high 
school  journalists  to  Washington, 
D.C.,  might  seem  more  like  a  mass  exercise 
in  aversion  therapy  than  a  way  to  encourage 
young  people  to  make  a  career  of  Journal¬ 
ism.  The  Beltway,  after  all,  girds  Ground 
Zero  for  the  many  real  and  imagined  sins  of 
the  news  media.  In  this  year  of  Monica  (now 
thankfully  drawing  to  a  close),  Washington 
is  the  journalistic  equivalent  of  a  crime 
scene  that  has  not  yet  been  tidied  up:  The 
crowd  of  onlookers  has  dispersed,  the 
authorities  are  hashing  out  a  settlement  back 
at  their  offices,  and  the  press  is  playing  the 
role  of  a  seemingly  obsessed  witness  pacing 
about,  mumbling:  “I  was  right  about  the 
dress!  1  was  right  about  the  dress!” 


News  professionals 
must  encourage  the  next 
generation  by  supporting 
the  high  school  press, 
opening  our  ranks  to  the 
young,  and  —  especially 
—  by  pursuing  truth  over 
entertainment, 
and  fairness  over  fever. 


When  the  National  Scholastic  Press  Asso¬ 
ciation  convened  the  largest-ever  high  school  journalism  conference  the  other  day,  what 
students  heard  from  professional  journalists  was  as  much  cautionary  as  inspirational. 
Former  Wall  Street  Journal  reporter  Charles  Kaiser  called  the  coverage  of  the  Monica 
Lewinsky  matter  “really  the  worst  example  I’ve  seen  of  pack  journalism  in  my  life.  If 
your  mission  is  to  entertain  rather  than  inform,  then  I  hope  you’ll  go  to  Hollywood  rather 
than  into  journalism.”  Even  Nicole  Johnson,  the  reigning  Miss  America,  for  goodness’ 
sake,  told  the  conference  that  despite  her  master’s  degree  in  journalism,  she  no  longer 
wants  to  be  a  hard-news  reporter  “getting  the  story  and  the  facts  and  in  your  face.” 

Yet.  amidst  all  this,  youth’s  optimism  shines.  As  Sarah  Wyatt  of  The  Associated  Press 
discovered  while  covering  the  conference,  these  high  school  students  remain  eager  to 
become  professional  journalists  —  and  for  all  the  right  reasons.  “You  think  maybe  you 
could  make  the  difference.  You  think  that  maybe  you  could  tell  the  truth.”says  Liz  Schwind, 
15,  from  Traverse  City,  Mich.  “Journalism  is  really  important,”  adds  Nikki  Gilbert,  16, 
of  New  Albany,  Ind.  “If  you  can  find  a  way  to  break  into  it,  it’s  just  really  awesome.” 

As  they  grow  older,  these  children  so  awed  now  by  journalism  doubtless  will  be  tempt¬ 
ed  by  the  many  careers  in  this  society  that  do  not  make  the  same  uncomfortable  demands 
of  its  practitioners  —  yet  pay  them  more  handsomely.  We  news  professionals  must 
encourage  the  many  Liz  Schwinds  and  Nikki  Gilberts  in  the  next  generation  by  supporting 
the  high  school  press,  by  opening  our  ranks  to  the  inexperienced  young,  and  —  especial¬ 
ly  —  by  pursuing  truth  over  entertainment  and  fairness  over  fever  in  our  own  journalism. 
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Right  from  the 
sources’  mouth 

There  is  an  up  side  to  the  Clinton- 
Lewinsky  fiasco  and  that  is  the  scandal’s 
inadvertent  boost  to  all  other  areas  of  inter¬ 
est  in  the  world.  After  weeks  of  lurid  details 
and  revelations  from  nameless  omniscient 
politicos  “in  the  know”  most  people  would 
rather  read  about  Tibetan  foot  fungus  than 
one  more  syllable  on  what  was  done,  in 
what  position,  and  in  which  room.  It’s  a 
cinch  that  White  House  tours  are  up, 
although  the  guides  may  get  more  snickers 
as  they  describe  the  areas  of  interest. 

Personally,  I  have  taken  an  avid  interest 
in  the  sports  section.  I  have  always  found 
grass  growing  to  be  more  entertaining 
than  baseball  or  golf,  but  now  I  have 
found  something  very  exciting  on  these 
pages:  actual  quotable  sources.  Honest. 

Page  after  glorious  page  of  people  stat¬ 
ing  their  names  in  print  after  their 
remarks.  When  was  the  last  time  you  read 
an  article  about  the  presidential  scandals 
wherein  a  source,  aside  from  la  femme 
Monica,  was  given  a  name?  Who  is  Mr. 
Highly  Placed?  Why  should  anyone 
respect  the  opinions  of  “several  officials,  a 
lawyer  familiar  with  the  investigation  and 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Dec.  II,  1948 

Advertising  and  news  matter  were 
printed  in  the  same  white  space  this  week 
in  the  Atlanta  Constitution.  A  Delta  Air 
Lines’  ad  message  —  “Fly  Delta’s  new 
DC-6’s  to  Chicago”  —  was  printed  in 
pale  blue,  and  superimposed  over  it 
were  stock  market  quotes  in  black. 


A  small  card  with  20  standard  news¬ 
paper  pages  printed  on  its  surface  was 
demonstrated  this  week  to  17  newspa¬ 
per  librarians  attending  a  seminar  of  the 
American  Press  Institute  at  Columbia 
University.  Technical  experts  projected 
the  “microcard”  would  be  used  for  mail 
editions  and  file  purposes. 


Syndicates  will  edit  their  cartoons 
more  strictly  in  response  to  the  Scarlet 
Sister-art  comic  books  that  caused  a 
controversy.  More  family-oriented 
strips  are  expected  to  debut  in  the 
upcoming  year  in  hopes  that  editors 
return  fewer  strips. 


friends  close  to  the  Clinton  family?” 

1  don’t  know  about  anyone  else  reading 
these  front-page-worthy  wire  service  ac¬ 
counts.  but  1  tend  to  base  much  of  my 
Judgment  about  information  I  read  on  the 
person  who  said  it.  That  was  the  idea  behind 
having  sources  in  the  first  place,  was  it  not? 

Of  course  the  reporters  are  certain  of 
their  sources’  placement  and  veracity,  but 
of  late,  we  have  been  less  certain  of  the 
reporters  we  read  and  watch.  Granted,  the 
public  has  slammed  the  media  for  such  pru¬ 
rient  accounts,  but  few  have  taken  Jour¬ 
nalists  to  task  for  playing  it  fast  and  loose 
with  quotes  and  sourcing.  It  is  becoming  an 
accepted  practice.  That  is  with  the  excep¬ 
tion  of  one  of  my  senior  relations  (Uncle 
Emil),  who  asked  that  his  full  identity 
remain  anonymous  because  it  is  in  fashion 
and  he  is  a  stickler  for  things  like  that. 

“Who  in  the  hell  is  this  ‘In-the-know-it- 
air  I  keep  reading  about  in  your  paper,”  he 
demanded  of  me.  “He  sure  has  a  big  mouth, 
whoever  he  is.  I  think  these  reporters  are 
Just  making  this  up  to  sell  papers.” 

This  from  a  man  who  thinks  trout  fish¬ 
ing  is  a  religion,  the  flag  is  a  holy  relic  and, 
until  now,  anything  you  read  in  the  The 
New  York  Times  was  gospel.  “You’d  better 
get  in  there  and  do  something  about  it 
girlie,  before  your  profession  turns  into  the 
crapfest  that  TV  news  has  become.”  he  said. 

Heaven  knows  it  has  been  hard  enough 
to  trust  the  profession’s  integrity  after  The 
Boston  Globe  scandals  and  resulting  res¬ 
ignations  of  columnists,  for  fictionalizing 
sources  and  quotes  and  outright  plagiarism. 
Then  the  electronic  media  had  the  CNN- 
friendly  fire  debacle  and  mass  retraction. 

What’s  that  you  say  about  cutthroat 
Journalism  competition,  the  pressure  to  be 
first,  and  the  public’s  demand  to  push  the 
envelope  of  credibility?  Sounds  too  much 
like  the  president’s  grand  Jury  testimony. 

Lately,  the  reputation  of  reporting  is 
nearly  as  impeachable  as  the  president. 
When  the  public  is  most  likely  to  want  to 
shoot  the  messenger  for  bringing  bad 
news,  perhaps  news  organizations  should 
review  their  policies  in  order  to  present  a 
smaller  target. 


Lisa  Suhay,  freelance  writer, 
Medford.  N.J. 

Missing  haif  the 
recycling  story 

In  his  Nov.  28  piece  (E&P,  p.  20),  Mark 
Fitzgerald  provided  a  thorough  summary 
of  the  changes  in  mandatory  and  voluntary 


deinked  newsprint  requirements  on  publish¬ 
ers.  However,  the  article  lacked  balance  be¬ 
cause  of  his  heavy  reliance  on  quotes  from 
state  newspaper  association  executives. 
Interviews  with  state  environmental  agen¬ 
cy  executives  and  local  government  waste 
managers  might  have  saved  E&P  from 
presenting  an  incomplete  and  faulty  picture. 

The  article  essentially  says  all  environ¬ 
mentalists  are  insane  (when  they’re  no  more 
so  than  editors),  that  landfilled  newspapers 
Just  aren’t  a  problem  (when,  in  fact,  they  are 
one  of  the  most  prevalent  items  in  a  land¬ 
fill).  that  all  recycled  content  requirements 
are  strict  (when  most  states  have  little  reg¬ 
ulation).  and  that  newspaper  publishers  are 
the  cause  of  high  newspaper  recycling  rates 
(tell  that  to  a  local  governmental  official). 

More  than  half  of  the  states  have  man¬ 
datory  or  voluntary  standards  and  will 
continue  to  do  so  —  though  some  have 
lowered  the  crossbar.  The  many  good  rea¬ 
sons  for  why  standards  aren’t  going  away 
should  have  been  included  in  the  article. 

Jerry  Powell,  editor. 
Resource  Recycling, 
Portland.  Ore. 
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NEWSPEOPLE 


ALAMOGORDO 
DAILY  NEWS 

FRANK  WHITE  III  to  editor  of  New 
Mexico’s  Alamogordo  Daily  News,  from 
assistant  city  editor  at  the  Beaumont 
Enterprise  in  Texas. 

RICHARD  COLTHARP  to  publisher 
at  the  Alamogordo  Daily  News,  from  edi¬ 
tor  at  the  Community  Newspaper  Hold¬ 
ings  Inc.  paper. 

ARGUS  LEADER 

DAVID  LEDFORD  to  executive  edi¬ 
tor  at  the  Sioux  Falls,  S.D.,  Argus  Leader, 
from  deputy  editor  at  The  Salt  Lake 
Tribune,  Salt  Lake  City,  Utah. 

ASSOCIATED  PRESS 

ANGELA  BROWN  to  AP  correspon¬ 
dent  in  Johnson  City,  Tenn.,  from  news- 
woman  in  Sioux  Falls,  S.D. 

JULIA  RUBIN  to  senior  national 
photo  editor,  from  New  York  City  bureau 
news  editor. 

SALLY  STAPLETON  to  senior  inter¬ 
national  photo  editor,  from  senior  photo 
editor  of  Latin  America,  as  well  as  East 
and  West  Africa. 


RUBIN 

ASSOCIATED 

PRESS 


BALTIMORE 

AFRO-AMERICAN 

ANTHONY  McCarthy  to  editor  in 
chief  at  the  weekly  Baltimore  Afro- 
American,  from  director  of  community 
affairs  at  Church  Hospital. 

TALIBAH  L.  CHIKWENDU  to  sup¬ 
plements  editor,  a  new  position,  from  edi¬ 
tor  in  chief. 

BOSTON  GLOBE 

STEPHEN  T.  CAHOW  to  vice  presi¬ 
dent  of  circulation,  from  circulation  direc¬ 
tor. 

PETER  NEWTON  to  vice  president 
of  advertising,  from  manager  of  advertis¬ 
ing  administration. 

JEFFERSON  FLANDERS  to  vice 


STAPLETON 

ASSOCIATED 

PRESS 


LUTZ 

DALLAS 

MORNING  NEWS 


STUDENMUND 
LOS  ANGELES 
TIMES 


president  of  promotion  and  marketing, 
from  vice  president  of  promotion. 

BRILL’S  CONTENT 

ERIC  EFFRON  to  editor  at  Brill’s 
Content  magazine,  from  editorial  director. 
He  replaces  Michael  Kramer,  who  left 
under  “unhappy  circumstances.” 

BROWN  PUBLISHING  CO. 

PHIL  JACKSON  to  publisher  at  the 
Circleville,  Ohio,  Herald  from  advertising 
director  at  The  Portsmouth  Daily  Times, 
also  in  Ohio. 

TIM  KAY  to  director  of  newspaper 
operations  at  Herald  corporate  parent 
Brown  Publishing  Co.,  from  Herald  pub¬ 
lisher. 


Mainstream  Publications  Wisconsin 


has  sold 

Burnett  (WI)  County  Sentinel 

(3,600  paid  weekly  circulation) 
to 

Eugene  D.  Johnson 

of  White  Bear  Lake,  Minnesota 

We  are  proud  to  have  represented 
Mainstream  Publications  Wisconsin  in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  505.82O.29OO 

E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 


CBS  MARKETWATCH.COM 

SUZANNE  MILLER  to  London  bu¬ 
reau  chief  for  CBS  MarketWatch.com, 
from  Bond  Buyer  Wire. 

JULIE  RANNAZZISI  to  new  capital 
markets  and  bond  reporter  in  New  York, 
from  municipal  and  treasury  markets 
reporter  at  Bond  Buyer  Wire. 

CENTRE  DAILY  TIMES 

YOLANDA  MCDONALD  to  con¬ 
sumer  marketing  director  at  the  State 
College,  Pa.,  Centre  Daily  Times,  from 
marketing  director. 

CONTRA  COSTA 
NEWSPAPERS 

ALAN  GRETH  to  executive  photo 
editor  at  Contra  Costa  Newspapers,  Wal¬ 
nut  Creek,  Calif.,  from  director  of  photog¬ 
raphy  at  Alameda  Newspaper  Group. 

KATHLEEN  BURKE-WILLIAMS 
to  business  editor,  from  features  editor. 

LISA  WRENN  to  features  editor,  from 
assistant  features  editor. 

DAILY  NEWS-SUN 

DAN  McCarthy  to  editor  at  the 
Sun  City,  Ariz.,  Daily  News-Sun,  from  as¬ 
sociate  editor  at  The  Tribune  in 
Scottsdale. 

RUTHANNE  GILBERT  succeeds  as 
deputy  editor  at  The  Tribune  in  Scottsdale 
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from  assistant  metro  editor. 

DALLAS  MORNING  NEWS 

RIC  LUTZ  to  vice  president/informa- 
tion  technology  at  The  Dallas  Morning 
News,  from  information  systems  manager 
at  parent  company  A.H.  Belo's  Informa¬ 
tion  Technology  Division. 

EAGLE  NEWSPAPERS 

PAUL  O.  NAGLE  III  to  advertising 
director  for  Eagle’s  14  weekly  newspa¬ 
pers  in  Syracuse,  N.Y.,  from  advertising 
director  of  Eagle  Newspapers’  Onondaga 
County  weeklies. 

GRAND  RAPIDS  PRESS 

DON  EDWARDS  to  advertising  rela¬ 
tion  director  at  The  Grand  Rapids  (Mich.) 
Press,  from  classified  director. 

JOURNAL 

COMMUNICATIONS 

STEVEN  J.  SMITH  to  chairman  of 
Journal  Communications,  Milwaukee, 
Wis.,  from  president.  He  remains  CEO. 

DOUGLAS  G.  KIEL  to  president, 
from  executive  vice  president. 

JOURNAL  NEWS 

STEVE  KENNY  to  deputy  managing 
editor/local  at  The  Journal  News  in  White 
Plains,  N.Y.,  from  weekend  metro  editor 
at  The  Dallas  Morning  News. 

BILL  McCauley  to  executive 
news  editor  at  the  recently  formed 
Gannett  newspaper  from  weekend  met¬ 
ropolitan  editor  at  The  Sun  in  Baltimore, 
Md. 

LEE  ENTERPRISES 

RICHARD  R.  JOHNSTON  to  pub¬ 
lisher  at  The  Journal  Times  in  Racine, 
Wis.,  from  publisher  at  the  Carbondale, 
Ill.,  Southern  Illinoisan. 

HAROLD  S.  ORSBORN  to  publisher 
of  the  Albany  (Ore.)  Democrat-Herald, 
from  classified  advertising  manager  at  the 
Albany  Democrat-Herald  and  Corvallis 
Gazette-Times. 

GARY  SAWYER  to  group  manager 
of  Lee’s  Oregon  Newspapers.  He  remains 
publisher  of  the  Corvallis  Gazette-Times. 

LOS  ANGELES 
NEWSPAPER  GROUP 

DAWN  JORDAN  to  marketing  re¬ 
search  and  development  manager  at  the 
Los  Angeles  Newspaper  Group  in  Wood¬ 
land  Hills,  Calif,  from  research  manager 
at  The  Bakersfield  Californian. 

RICK  KASPER  to  finance  director 


and  controller  of  the  Los  Angeles  News¬ 
paper  Group,  from  finance  director  at  the 
Los  Angeles  Daily  News. 

LOS  ANGELES  TIMES 

JAYNIE  MILLER  STUDENMUND 

to  senior  vice  president,  chief  marketing 
officer  and  general  manager,  sections,  at 
the  Los  Angeles  Times,  from  executive 
vice  president  of  Home  Savings  of 
America’s  retail  banking  division. 

NEW  YORK  POST 

LOU  LUMENICK  to  metropolitan 
editor  at  the  New  York  Post,  from  associ¬ 
ate  metro  editor. 

STUART  MARQUES  to  managing 
editor  for  news,  from  metropolitan  editor. 

QUAD-CITY  TIMES 

JOHN  M.  HUMENIK  to  editor  at  the 
Quad-City  Times,  Davenport,  Iowa,  from 
graphics  editor  at  The  Cincinnati  Enquirer. 

USA  WEEKEND 

JIM  CHAUVIN  to  sales  manager  at 
USA  Weekend  in  Detroit,  from  account 
executive. 


ExSfP  OBITUARIES 


RON  ALEXANDER.  68,  a  New  York 
Times  reporter  and  editor,  died  Dec.  7  of 
complications  from  Parkinson’s  disease. 
As  editor  of  the  Metropolitan  Diary  fea¬ 
ture  for  15  years,  he  had  a  devout  follow¬ 
ing  of  readers  who  successfully  protested 
when  the  national  edition  dropped  the 
column. 

ROBERT  BURHMAN,  75,  publisher 
of  Missouri’s  weekly  Overland-St.  John 
Community  News,  founded  by  his  father 
in  1925,  died  Nov.  26.  He  was  also  pub¬ 
lisher  of  .several  other  weeklies  in  the 
North  County  and  St.  Charles  areas. 

WILLIAM  “JOE”  DILL.  63.  editor 
at  The  Forum  in  Fargo.  N.D.,  since 
1981,  and  previously  an  Associated 
Press  bureau  chief  in  Baltimore. 
Nashville,  and  Minneapolis,  died  Dec.  2 
after  collapsing  at  home.  One  of  his 
accomplishments  was  interviewing  the 
Rev.  Martin  Luther  King  Jr.  a  month 
before  the  assassination. 


THE  TRUSTED  ADVISOR 


VeK)nis,  Suhler  and  Associates’  extensive  media  industry- 
knowledge,  financial  acumen,  transaction  expertise,  and 
access  to  decision  makers  have  made  it  the  trusted 
advisor  to  media  companies  worldwide. 

Veronis,  Suhler  assists  owners  of  newspapers  and  other 
media  companies  to  maximize  the  value  of  their  holdings 
by  providing  a  broad  range  of  financial  advisory  services, 
including; 


Mergers  &  Acquisitions 
Debt  &  Equity  Financing 
Valuations 


Recapitalizations 
Fairness  Opinions 
Research 


ROBERT  J.  BROADWATER 

Manapng  Director 
broadwater@vsacomm.ci)ni 


Since  its  founding  in  1981,  Veronis,  Suhler  has  completed 
more  than  425  communications  industry’  transactions 
with  an  aggregate  value  in  excess  of  $22  billion  — 
including  more  than  $950  million  in  newspaper 
transactions. 


Please  call  to  learn  more  about  Veronis,  Suhler’s  financial  KEVIN  M.  LAVALLA 
advisor}'  services  and  to  discuss  possible  initiatives  in  Monugia^  Director 

complete  confidence.  lavallak^vsacomm.com 


Veronis,  Suhler  &  Associates  Inc. 


350  PARK  AVENUE  •  NEW  YORK,  NY  10022  •  (212)  935-4990 


Investment  hankers  to  the  communications, 
media,  publishing,  broadcasting,  interactive 
digital  media,  and  iniormaiion  indnsiries. 
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The  last  year  of  the  20th  century  will  be  a  tumultuous  year  for  the  news¬ 
paper  business  -  full  of  Y2K  apprehension  mixed  with  the  excitement 
of  heading  into  a  new  era.  Editor  &  Publisher  will  be  there  with  an 
expanded  edition  of  its  annual  "State  of  the  Newspaper  Industry" 
report  on  Jan.  2.  Looking  back  at  1998  and  forward  to  1999,  this 
special  report  will  examine  leading  issues  of  the  day,  from  trend  sto¬ 
ries  about  how  to  harness  the  onrush  of  the  Internet,  to  stories  cover¬ 
ing  the  outlook  for  paper  costs,  advertising  sales,  circulation  and  new 
technology. 

This  special  report  will  be  must  reading  for  key  decision-makers  in  all 
parts  of  the  U.S.  newspaper  industry.  This  is  the  issue  that  puts  every¬ 
thing  into  perspective  as  we  enter  a  new  year  and  stand  on  the  edge 
of  a  new  millennium. 

Begin  the  new  year  with  a  resolution 
to  build  your  revenue  ... 

Reach  the  key  decision-makers  you  seek. 

The  best  place  to  start  -  Editor  &  Publisher. 

Advertise  in  this  issue!  Call  today! 

Space  Deadline  Dec.  1 6  •  Material  Deadline  Dec.  1 8 


New  York  Tel:  (212)  675-4380  ext.160  •  Fax:  (212)  929-1259  •  Chicago  Tel:  (312)  641-0041  •  Fax:  (312)  641-0043 
Denver  Tel:  (303)  333-9840  •  Fax:  (303)  333-2924  •  Monterey  Tel:  (831)  625-6902  •  Fax:  (831)  625-6911 
New  England  Tel:  (508)  821-4670  •  Fax:  (508)  822-5039  •  Washington,  DC  Tel:  (301)  656-5712  •  Fax:  (301)  656-5713 
Classified  Department  Tel:  (212)  675-4380  ext.171  •  Fax:  (212)  929-1259 
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Patent  and  Trademark  Office  brings  trademark  searches 
into  the  information  age  to  aid  researchers 


P«<«nt  ,o„ 


by  Susan  Gilmer 


Iradtroart  o/fi,. 


The  U.S.  Patent  and  Trademark 
Office  has  launched  a  free  online 
search  of  registered  U.S.  trade¬ 
marks  dating  back  to  the  late  1 800s. 

The  service  is  part  of  a  larger  initiative 
to  make  trademark  and  patent  infonnation 
more  accessible,  says  Jane  Myers,  director 
of  the  Office  for  Patent  and  Trademark 
Information. 

Trademark  text  went  online  in  August. 
Images  followed  in  November,  along 
with  text  of  patent  information.  Patent 
images  are  expected  to  be  completed  in 
March  1999,  as  the  project  proceeds  on 
schedule,  Myers  says.  When  finished,  the 
21  million  document  pages  will  be  the 
largest  reservoir  of  patent  and  trademark 
data  available  —  all  free  on  the  Internet. 

Before,  trademarks  could  only  be 
searched  at  government  libraries  or  by 
paid  services. 

Nevertheless,  the  Trademark  Database 
has  limitations.  The  fact  that  a  mark  is  not 
present  in  the  database  does  not  necessar¬ 
ily  mean  it  is  not  being  used  as  a  trade¬ 
mark.  Plans  call  for  updating  the  data  on  a 
two-month  cycle,  but  the  database  doesn’t 
include  applications  filed  during  the  last 
few  months  before  the  program  went 
online. 

Perhaps  more  important,  because  feder¬ 
al  registration  is  not  required  to  establish 
trademark  rights,  two  major  categories  of 
rights  that  should  be  included  in  compre¬ 
hensive  searches  are  not  in  the  database. 

Common  law  rights  to  a  trademark 
arise  from  actual  use  of  a  mark.  Generally, 
the  first  to  either  use  a  mark  in  commerce 
or  file  an  intent-to-use  application  with 
the  Patent  and  Trademark  Office  has  the 
ultimate  right  to  use  and  registration. 
Common  law  searches  involve  checking 
Yellow  Pages,  industrial  directories  and 
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Patent  and  Trademark  Office  home  page,  top,  and  trademark  database  area,  bottom 


A  Note  Of  Information  And  Entreaty 
To  Fashion  Editors,  Advertisers,  Copywriters  And 
Other  Well-intentioned  Mis-users  Of 
Our  CHAN  EL  Name. 

CHANEL 

was  a  designer,  an  extraordinary  woman  who  made 
a  timeless  contribution  to  fashion. 

CHANEL 

is  a  perfume. 

CHANEL 

is  classic  elegance  in  couture,  ready-to-wear, 
accessories,  watches  and  fine  jewelry. 

CHANEL 

is  our  registered  trademark  for  fragrance,  cosmetics, 
clothing,  accessories  and  other  lovely  things. 


Although  our  style  is  justly  famous,  a  jacket  is  not  ‘a  CHANEL  jacket’  unless  it  is 
ours,  and  somebody  else’s  cardigans  are  not  ‘CHANEL  for  now’. 

And  even  if  we  are  flattered  by  such  tributes  to  our  fame  as  ‘Chanel-issime, 
Chanel-ed,  Chanels  and  Chanel-ized’,  PLEASE  DON’T.  Our  lawyers  positively 
detest  them. 


We  take  our  trademark  seriously. 


Merci, 


CHANEL,  inc 
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Find  Wyatt  Earp, 
Davy  Crockett? 

No  special  software  is  needed  to 
search  for  trademark  images  if  you 
are  using  popular  Web  browsers  such  as 
Netscape  or  Internet  Explorer,  says 
Jane  Myers,  director  of  the  Office  for 
Patent  and  Trademark  Information. 

The  images  can  be  accessed  by  name 
if  you  know  what  you  are  looking  for. 
But  if  you  have  a  design  in  mind  and 
want  to  see  if  it’s  currently  in  use,  you 
have  to  understand  design  codes  and 
their  meanings  —  which  aren’t  on  the 
government  site  yet,  but  are  coming. 

similar  resources. 

Also  excluded  from  the  database  are 
international  trademarks,  a  complicated 
and  increasingly  important  category. 

Though  researching  international 
marks  may  not  be  necessary  for  some 
small  local  businesses,  it  is  critical  for 
companies  interested  in  doing  business 
globally. 

There  is  no  worldwide  consensus  on 
intellectual  property  laws,  and  national 
trademark  offices  employ  widely  differ¬ 
ent  registration  processes  and  offer  differ¬ 
ent  levels  of  protection,  says  Monika 
Carter  Laws,  a  spokeswoman  with  the 
International  Trademark  Association, 
which  monitors  trademark  activities  in 
145  countries. 

Efforts  to  harmonize  national  trade¬ 
mark  laws  and  promote  international 
cooperation  are  under  way,  however. 

For  example,  the  Madrid  Agreement, 
administered  by  the  World  Intellectual 
Property  Organization  in  Geneva, 
Switzerland,  permits  an  owner  to  register 
trademarks  in  a  number  of  countries  by 
filing  one  application,  and  is  generally 
regarded  as  successful  and  relatively 
inexpensive. 

Some  features  of  the  Madrid 
Agreement,  however,  have  been  unac- 


this  expense.”  And  even  though  a  full- 
The  design  code  is  based  on  a  series  clearance  search  by  a  commercial  practi- 
of  digits  and  dots.  For  example,  02  tioner  is  not  an  absolute  guarantee,  most 
means  human  beings,  02.01  means  companies  use  it  as  the  basis  for  business 
men,  and  02.11  means  human  body  decisions. 

parts,  skulls,  etc.  Animals  are  under  03,  Gabe  Sciolla,  vice  president  for  sales 

and  03.01  means  cats,  dogs,  wolves,  and  marketing  in  North  America  for 
foxes  and  bears.  Thomson  &  Thomson,  a  major  provider 

Each  set  of  two  digits  indicates  a  in  trademark,  copyright  and  script  clear- 
more  specific  meaning,  up  to  six  digits.  ance,  doesn’t  think  the  government’s 
“It’s  not  elegant,”  says  Myers,  but  it  trademark  database  will  hurt  his  compa- 
works,  and  sometimes  you  have  to  ny’s  business. 

gue,ss.  For  instance,  02.01.07  means  “People  will  take  it  for  a  test  drive,”  he 

cowboys  and  Westerners  while  says,  “but  intellectual  property  profes- 

02.01.08  designates  frontiersmen,  pio-  sionals  will  probably  prefer  commercial 

neers,  mountaineers,  trappers  and  other  products  that  are  more  sophisticated  and 

men  wearing  buckskins  and/or  coon-  intuitive.  They  help  focus  the  search  to 

skin  hats.  HI  the  most  important  and  relevant  hits.” 

Sciolla  says  Thomson  &  Thomson’s 
online  product  “has  more  breadth  and 
lawyer  for  trademark  matters.  depth,  including  federal,  state  and  15 

Laws  agrees.  “Trademark  practitioners  international  files,  plus  document  man- 
are  needed  at  the  table,”  she  says.  agement  capability.” 

Proceeding  casually  can  be  expensive.  Limitations  aside,  the  U.S.  trademark 
says  Daniel  L.  Boots,  an  intellectual  database  can  be  a  valuable  tool  in  the  ini- 

property  attorney  with  Bingham  Sum-  tial  stages  of  trademark  development, 

mers  Welsh  &  Spilman  in  Indianapolis.  Finding  a  proposed  image  or  words  in  a 

He  recommends  having  a  professional  preliminary  search  could  save  time  and 
conduct  a  search  whose  extent  should  avoid  the  costs  of  further  inquiry, 
depend  on  how  broadly  a  product  will  be  To  check  out  the  Patent  and  Trademark 

marketed,  the  level  of  investment  Office’s  Trademark  Database,  go  to  the 

involved  and  the  type  of  indu.stry.  agency’s  home  page  (www.uspto.gov) 

Boots  estimates  trademark  searches  and  click  on  the  “Databases”  bar  on  the 
can  cost  $500  to  $  1 ,000.  left  side  of  the  page.  Ml 

“Pay  now  or  pay  later,”  he  says.  - 

“Safeguarding  your  investment  in  sta-  Gilmer  is  a  freelance  writer  and 
tionery  and  signage  alone  could  Justify  editor  based  in  Indianapolis. 

Fixing  mess  of 
cybersquatters’ 

U.S.  plans  to  change  administration  of  URLs 


ceptable  to  countries  including  the  United 
States,  the  United  Kingdom  and  Japan. 
The  Protocol  to  the  Madrid  Agreement, 
concluded  in  1989,  addresses  these 
issues,  but  the  United  States  was  not 
among  the  35  countries  to  ratify  the  pro¬ 
tocol. 

Because  of  the  new  trademark  data¬ 
base’s  limitations  and  the  complexity  of 
intellectual  property  laws,  Myers  strongly 
recommends  an  intellectual  property 

S4  EDITOR  &  PUBLISHER  /  DECEM 


by  John  Schmitt 

The  proposed  transfer  of  Inter¬ 
net  administration  from  the  Inter¬ 
net  Assigned  Names  Authority  to 
the  Internet  Corp.  for  Assigned  Names 
(lANA)  and  Numbers  (ICANN)  is  de¬ 
signed  to  resolve  the  persistent  problem  of 
Web  site  names  —  but  could  exacerbate  it. 
The  central  issue  is  the  method  by 

BER  12,  1998 


which  Web  site  addresses,  also  knows  as 
domain  names  or  universal  resource  loca¬ 
tors  (URLs),  are  assigned,  but  many  stick¬ 
ier,  smaller  issues  arise  as  the  proposal 
takes  on  global  proportions. 

In  order  to  win  European  Union  sup¬ 
port  for  its  plan,  ICANN  officials  have 
agreed  to  uphold  European  trademark  and 
copyright  laws. 

That  may  pose  added  difficulty  for  sys- 
www.mediainfo.com 
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tern  administrators  who  have  not  yet  been 
able  to  apply  U.S.  trademark  laws  to 
domain  names. 

The  basic  problem  is  the  practice  of 
“cybersquatting,”  that  is,  registering 
domain  names  similar  to  well  known 
companies  and  holding  them  for  either 
personal  use  or  for  “ransom.” 

Under  the  initial  loosely  structured 
rules  of  lANA,  an  interested  person  could, 
for  example,  purchase  the  rights  to  such 
names  as  “nytimes.com,”  “latimes.com” 
or  “bostonglobe.com”  and  simply  wait 
until  the  named  newspapers  pay  top  dol¬ 
lar  to  “ransom”  the  names  that  Web 
surfers  will  undoubtedly  look  for.  In  this 
scenario.  The  Boston  Globe  would  likely 
prevail  in  a  lawsuit  to  force  the  squatter  to 
give  up  the  name  because  the  newspa¬ 
per’s  name  is,  no  doubt,  a  registered 
trademark. 

But  what  about  The  New  York  Times 
and  the  Los  Angeles  Times?  A  squatter 


could  argue  that  the  papers  would  cer¬ 
tainly  be  entitled  to  use  “thenewyork 
times.com”  and  ‘iosangelestimes.com,” 
but  that  any  further  extension  of  those 
names  into  other  forms  would  deny  the 
squatter’s  right  to  be  commercially 
inventive,  unless  the  papers  had  also  reg¬ 
istered  different  versions  of  their  names 
as  trademarks. 

U.S.  courts  have  not  been  clear  as  to 
how  such  questions  are  to  be  resolved  in 
the  absence  of  specific  trademarks.  Would 
“latimes”  more  likely 
be  an  infringement 
than  “nytimes”?  Cer¬ 
tainly,  it  is  a  more 
common  practice  to 
refer  to  Los  Angeles  as 
“LA”  than  to  refer  to 
New  York  City  as 
“NY.”  How  about“the- 
bigappletimes.com?” 

Or  “picayune.com,” 
which  uses  only  a  por¬ 
tion  of  The  Times- 
Picayune,  of  New 
Orleans. 

There  is  also  the 
thorny  problem  of  the 
First  Amendment. 


Some  squatters  have 
used  the  defense  that 
they  have  legitimate 
complaints  against  the 
corporation  or  other 
entity  whose  marks 
they  capitalize  on. 

U.S.  courts  seem  more 
willing  in  these  cir¬ 
cumstances  to  force 
squatters  to  surrender 
their  URLs. 

But  American  squat¬ 
ters  are  everywhere, 
taking  sites  in  many 
forms.  One  practice  is 
to  register  domain 
names  under  the  com¬ 
mercial  suffix  “.com”  that  are  exact 
matches  for  names  with  the  governmental 
suffix,  “.gov.”  The  most  notorious  of  these 
is  “whitehouse.com,”  a  pornography  site 
that  draws  users  seeking  the  White  House 
site  (whitehouse.gov.) 

The  presidential  mansion 
is  not  alone.  According  to  a 
Fort  Lauderdale,  Fla.,  Sun- 
Sentinel  story  (Sept.  25,  : 
1997),  a  Naples,  Fla.-based  ’ 
company  purchased  the 
names  of  many  Florida  cities 
and  regions  from  the  govern¬ 
ment’s  domain  naming  contractor,  ‘ 
Network  Solutions  Inc.  The  names, 
including  “miamibeach.com”  and  “palm- 
beachgardens.com,”  were  then  resold  at  a 
premium,  often  well  above  the  $100  reg¬ 
istration  fee.  “Floridakeys.com”  brought 
$7,500,  and  “bradenton.com”  was  pur¬ 
chased  by  the  Bradenton  Herald  for 
$5,500. 

Although  such  companies  may  be  nick¬ 
named  as  “cybersquatters”  or  “pirates,” 
the  usual  defense  is  that  they  are  simply 
entrepreneurs  of  a  new 
type  and  age. 

Whatever  the  moni¬ 
ker,  their  presence 
within  the  naming  sys¬ 
tem  has  caused  bur¬ 
geoning  problems,  ex¬ 
pected  to  worsen  when 
ICANN  signs  on  to 
British  trademark  and 
common  law.  Under 
the  common  law,  the 
United  Kingdom  rec¬ 
ognizes  the  tort  of 
“passing  off,”  or  trad¬ 
ing  off  the  goodwill 
associated  with  an 
established  trade 


name.  Thus,  Harrod’s 
department  store 
would  be  able  to  keep 
others  from  using 
“harrods.com”  on  both 
trademark  and  com¬ 
mon  law  grounds. 
Under  the  terms  of  its 
proposed  standards, 
ICANN  would  be 
responsible  for  enforc¬ 
ing  both.  But  ICANN 
also  anticipates  adding 
from  five  to  seven 
additional  generic  Top 
Level  Domains  such 
as  “.store,”  “.corp,” 
“.firm”  and  others. 

The  creation  of  the  additional  top- 
level  domains  (TLDs)  may  well  compli¬ 
cate  the  entire  process.  Harrod’s  is,  after 
all,  a  “.store.”  Should  the  “.firm”  there¬ 
fore  be  barred  from  using  the  “.com”  suf¬ 
fix  if  the  new  form  is  available,  even  if 
Harrod’s  is  a  commercial  (“.com”)  cor¬ 
poration  (“corp.”)? 

Finally,  the  ICANN  proposal  also 
promises  to  recognize  the  sovereignty  of 
nations  in  establishing  a  global  naming 
system. 

TLDs  are  granted  to  each  nation,  such 
as  “.uk”  for  the  United  Kingdom  and 
“.cn”  for  China.  Will  Harrod’s  and  the 
New  York  Times  be  forced  to  register  in 
each  of  the  recognized  260-plus  nations 
of  the  network  in  order  to  obtain  full  pro¬ 
tection? 

The  question  is  not  rhetorical.  Two  tiny 
African  islands.  Ascension  Island  (“.ac”) 
and  St.  Helena  (“.sh”),  have  already  sold 
a  number  of  domain  names  with  their 
TLDs  attached  to  easily  recognizable  cor¬ 
porate  names. 

The  possibility  of  fighting  repeated 
battles  to  protect  “washingtonpost.ac,” 
“washingtonpost.sh,”  and  “washington- 
post.cn”  is  not  hard  to  imagine,  especial¬ 
ly  since  nearly  80  nations  have  filed 
protests  to  ICANN ’s  standards  and 
board  of  directors  membership,  which 
excludes  Africa  and  Central  and  South 
America. 

In  light  of  the  potential  problems  of 
the  ICANN  switch.  Network  Solutions’ 
contract  has  been  extended  for  two  years. 
Any  hope  of  resolving  all  the  issues  in 
two  years  seems  optimistic  at  best.  {■ 


Schmitt,  a  visiting  journalism  pro¬ 
fessoral  Indiana  University  Southeast 
in  New  Albany,  Ind.,  contributes  to 
the  Bloomington  Independent 


They’re  often  labeled 
cybersquatters 
or  pirates, 
but  they  usually 
defend  themselves 
as  entrepreneurs 
of  a  new  type 
and  age. 


One  ploy 
is  to  register 
names  with 
the  commerciai 
suffix  ‘.com’ 
that  match  names 
of  government  sites 
ending  in  ‘.gov.’ 
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Fair  use  spotlights 
conflicting  rights 


Copyright  infringement  case  aligns  newspaper  against  Web  site 
over  what  is  fair  use  and  what  is  outright  piracy  of  the  news 


by  David  J.  Remondini 


in  a  posting  on  the  site  earlier  this  year:  “I 
believe  we  are  within  our  constitutional 
rights  to  use  and  discuss  news  items  that 
pertain  to  our  freedom.  They  have  asked 
me  to  remove  all  Washington  Post  articles 
from  this  Web  site.  I  say  they’ll  have  to 
pry  my  keyboard  from  my  cold  dead  fin¬ 
gers.” 

Both  the  right  to  free  speech  and  the 
right  to  protection  of  intellectual  property 
are  based  on  the  U.S.  Constitution,  and  it 
is  possible  Free  Republic  may  try  to  find 
some  refuge  in  a  longstanding,  if  some¬ 
what  obscure,  doctrine  of  copyright  law: 
fair  use. 

Fair  use  allows  a  third  party  to  use  por¬ 
tions  of  a  copyrighted  work  in  order  to 
present  it  for  comment  or  quotation  in  a 
noncommercial  setting,  explains  Griffith 
B.  Price  Jr.,  a  Washington,  D.C.,  attorney. 

But  the  use  of  the  an  entire  article  on  a 
Web  site  raises  interesting  issues.  “That’s  a 
tricky  problem,”  says  Indianapolis  attorney 
Thomas  Q.  Henry.  “Under  the  fair  use  doc- 

I-  i  ^  -1  ^  xtK, 


trine,  I  don’t  think  you  can  come  up  with 
a  broad  brush  rule  for  when  it  is  and  is  not 
permissible  to  take  some  or  all  of  an  arti¬ 
cle.  You  would  have  to  consider  the  nature 
of  the  article  and  the  content,”  says  Henry, 
an  intellectual  property  practitioner. 

To  determine  whether  Free  Republic  is 
making  “fair  use”  of  the  news  product 
from  the  newspapers,  a  court  would  like¬ 
ly  balance  four  factors  that  make  up  the 
foundation  of  the  doctrine:  1.  whether  the 
use  impacts  the  market  value  to  the  copy¬ 
right  owner,  2.  the  volume  of  copyrighted 
property,  3.  whether  the  use  was  commer¬ 
cial  or  noncommercial,  and  4.  the  nature 
of  the  copyrighted  work. 

“What  I  find  with  clients  in  general  is 
that  you  need  to  ask  the  ‘why’  question: 
Why  are  you  using  the  copyrighted  work? 
If  you  get  an  honest  answer,  that  will  take 
you  a  long  way  to  finding  out  if  you  are 
doing  the  right  thing.  If  the  client  says,  ‘I 
am  using  the  article  from  the  Post  because  I 
don’t  want  to  buy  the  Post,'  then  that  argu¬ 
ment  is  almost  a  sure  loser,”  says  Henry. 

David  Wittenstein,  a 
Washington,  D.C.,  news 

_ 19  media  and  copyright 

='=:-=^  lawyer,  suspects  that 
M  even  the  First  Amend- 
I  j  ment  won’t  trump  copy- 
I  f  right  taw  in  this  situation. 
j  “The  First  Amendment 
I  j  cannot  negate  a  copyright 
If  owner’s  right  to  protect 
“u  1 1  copyrighted  work,”  he 

II  says.  B 


On  the  sprawling  frontier  that  is  the 
Internet,  new  battlegrounds  con¬ 
tinue  to  form  as  the  new  medium 
develops.  One  skirmish  has  two  newspa¬ 
pers  and  a  Web  site  in  a  court  fight  involv¬ 
ing  copyright  law  that  puts  the  U.S. 
Constitution  in  the  cross  hairs. 

A  Web  site  that  purports  to  be  a  vocif¬ 
erous  defender  of  the  First  Amendment 
and  goes  by  the  name  Free  Republic  has 
taken  advantage  of  the  transportability  of 
copy  on  the  Internet.  It  stands  accused  of 
downloading  articles  from  the  online  ver¬ 
sions  of  The  Washington  Post,  the  Los 
Angeles  Times  and  other  newspapers,  and 
posting  them  on  its  site. 

Almost  immediately  the  newspapers 
cried  foul  and  last  September  sued  the 
Fresno,  Calif.-based  Free  Republic, 
demanding  that  it  stop  violating  their 
copyrights  by  expropriating  the  articles. 

But  Free  Republic  Webmaster  Jim 
Robinson  bluntly  explained  the  compa¬ 
ny’s  position 


CtAti 


Remondini,  an  attor¬ 
ney  licensed  in  Indiana, 
formerly  reported  for 
The  Indianapolis  Star. 


‘Fair  use’  on  the  Web  is  the  crux  of  a  copyright 

infringement  suit  between  Free  Republic  and  The  Washington  Post. 
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Congress  protects 
copyrights  on  the 

New  law  explicitly  extends  copyright  protections  to  the  Internet 


by  Tony  Case 

Praising  a  new  law  designed  to 
strengthen  copyright  protections  in 
cyberspace,  newspaper  lawyers  say 
it  clarifies  safeguards  in  the  new  medium. 

The  Digital  Millennium  Copyright  Act, 
which  became  law  in  October  and  was 
among  hundreds  of  Internet-related  bills 
introduced  in  Congress  this  year,  gives 
traditional  and  software  publishers,  along 
with  other  creators  of  online  material, 
greater  ammunition  against  pirates  who 
reproduce  information  without  permission. 
The  law  also  shields  online  service 


providers  and  telephone  companies  from 
liability  when  customers  transmit  or  post 
copyrighted  data,  provided  the  service 
providers  take  prompt  action  against 
offenders  once  alerted. 

The  law  affirms  that  the  standard  of 
“fair  use,”  which  allows  for  noncommer¬ 
cial  copying  of  copyrighted  material,  such 
as  a  news  story  about  a  newsworthy  book, 
carries  into  the  online  realm. 

In  addition,  it  prohibits  the  circumven¬ 
tion  of  encryption  technologies  and  other 
means  of  protecting  digital  data. 

And  to  further  global  copyright  stan¬ 
dards,  the  law  implements  two  interna¬ 


tional,  digital-information  treaties  ratified 
two  years  ago  by  the  United  Nations 
World  Intellectual  Property  Organization 
(WIPO),  which  works  to  guarantee  copy¬ 
right  protections  across  borders. 

“This  is  not  necessarily  a  change  in  the 
copyright  law,  which  is  very  strong  to 
begin  with.  But  now  if  someone  circum¬ 
vents  the  copyright  protections  online,  you 
can  go  after  them,”  says  Molly  Leahey, 
legislative  counsel  for  the  Newspaper 
Association  of  America  (NA.\),  which  has 
lobbied  lawmakers  to  safeguard  print  and 
online  newspaper  products. 

NAA  has  always  argued  “that  copyright 
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law  applies  to  the  Internet  and  that  we 
didn’t  necessarily  need”  the  new  law, 
Leahey  adds. 

Newspapers  hope  the  law  will  refute 
freewheeling  Web  site  operators  who 
argue  they  can  reproduce  published  works 
in  their  entirety  under  “fair  use”  excep¬ 
tions  to  copyright  law. 

“There  are  a  lot  of  myths  out  there 
about  copyright  law  on  the  Internet,”  says 
Susan  Crawford,  partner  of  the  Washing¬ 
ton,  D.C.,  law  firm  Wilmer  Cutler  & 
Pickering,  which  has  represented  The 
Washington  Post,  The  New  York  Times, 
and  online  service  providers  and  software 
companies.  “Because  there’s  so  much 
information  available,  people  assume,  ‘If 
it’s  up  there,  I  can  use  it.’  There’s  been  an 
attempt  to  call  this  wholesale  use  ‘fair 
use,’  but  that’s  not  what  the  copyright  law 
contemplates.” 

Meanwhile,  fair  use  provisions  of  the 
digital  copyright  act  benefit  newspapers  in 
their  own  reporting  role  by  protecting 
their  ability  to  use  material  for  news  pur¬ 
poses,  no  matter  where  the  information 
comes  from,  Leahey  explains.  The  act 
calls  for  a  two-year  period  to  study  how 


“There  seems  to  be  this 
feeling  that  the  old 
copyright  laws  don’t  apply 
on  the  Internet.”  The  new 
law  “clarifies  what  the 
ground  rules  are.” 

—  Caroline  Little,  vice  president/general 
counsel,  Washington  Post  online 

existing  fair  use  tenets  work  online. 

Caroline  Little,  vice  president  and  gen¬ 
eral  counsel  for  the  Post's  online  unit, 
hopes  the  measure  puts  to  rest  any  doubts 
that  copyright  protections  extend  to  the  dig¬ 
ital  domain.  “There  seems  to  be  this  feeling 
that  the  old  copyright  laws  don’t  apply  on 
the  Internet,”  she  says.  The  digital  copyright 
law  “clarifies  what  the  ground  rules  are.”  ! 

The  Post  and  the  Los  Angeles  Times  ^ 
recently  filed  suit  against  the  producers  of  ! 
a  California  Web  site.  Free  Republic,  that 
posted  articles  from  the  two  papers’  online 


editions  (see  story,  p.  S8).  Free  Republic’s 
attorney  cited  fair  use  exceptions  to  copy¬ 
right  law  {E&P,  Oct.  3,  p.  9).  Little  would 
not  comment  on  the  suit. 

Rex  Heinke,  who  represents  the  Post  and 
i  Los  Angeles  Times  for  Los  Angeles-based 
'  Gibson,  Dunn  &  Crutcher,  says  the  new 
I  law  probably  won’t  impact  the  case,  since 
I  it  is  based  on  the  theory  of  fair  use. 

,  The  digital  copyright  law,  while  not  a 
panacea  for  copyright  security  problems 
online,  increases  newspapers’  sense  of 
security  that  “their  online  versions  are 
protected,  just  as  their  print  versions  are,” 

‘  says  Barbara  Wall,  Gannett  Co.  vice  pres- 
i  ident  and  senior  legal  counsel.  While  the 
law  aids  aggrieved  publishers  “somewhat,” 
they  need  to  remain  vigilant  about  defend¬ 
ing  their  intellectual  property,  since  com- 
;  puter  cut-and-paste  functions  make  it  so 
easy  to  lift  material  from  Web  sites. 

ONLINE  LEGISLATION  SURGES 

It  was  a  banner  year  for  online  legisla¬ 
tion,  as  some  3(X)  bills  before  Congress 
contained  the  word  Internet,  compared 
with  75  last  year.  The  New  York  Times 
reported. 

NAA  president  and  CEO  John  F.  Sturm 
expressed  disappointment  that  Congress 
failed  to  pass  a  bill  designed  to  protect 
electronic  databases.  The  bill  passed  the 
House  unanimously  but  was  not  taken  up 
by  the  Senate.  Sen.  Orrin  Hatch  (R-Utah), 
the  Judiciary  Committee  chairman,  says 
he  wants  to  move  the  legislation  next  ses¬ 
sion.  NAA  contends  newspapers  need  the 
law  to  combat  growing  online  piracy  of 
classified  ads  {E&P,  Nov.  21,  p.  22). 

Sturm  says  NAA  wants  “an  additional 
but  separate  layer  of  protection  for  what 
we  know  to  be  compilation  classifieds,” 
and  added  safety  for  “databases  in  general.” 

Adds  NAA  counsel  Leahey,  “We  be¬ 
lieve  the  copyright  law  applies  to  databas¬ 
es.  But  in  the  event  it  doesn’t,  we  want  a 
second  level  of  protection  for  our  classi¬ 
fied  databases,  which  are  an  important 
revenue  source  for  newspapers.” 

Washington  attorney  Crawford  finds  it 
curious  that  U.S.  law,  providing  perhaps 
the  strongest  copyright  protection  in  the 
world,  has  fallen  behind  on  database  pro¬ 
tection  and  online  privacy. 

In  other  legislation  approved  this  year,  a 
bill  named  for  the  late  Rep.  Sonny  Bono 
(R-Calif.)  extends  copyright  protections  for 
individual  authors  by  20  years  and  gives 
companies  70  years  of  protection.  m 


Case  is  a  freelance  media  writer 
based  in  New  York  City. 
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Marketing  the  millennium 

Miller,  the  official  beer  of  the  millennium  —  make  that  Millerennium? 


Marketers  rush  to  cash  in 

by  David  J.  Remondini 

If  it’s  not  enough  to  worry  about  the  i 
mayhem  that  the  change  of  dates  may  i 
cause  computers  at  the  start  of  the 
next  millennium,  consider  this;  A  New  i 
York-based  promotions  company  has  i 
trademarked  the  term  “Year  2000”  and  is 
sending  terse  cease-and-desist  letters  to 
people  the  firm  believes  are  infringing  on 
its  trademark. 

“We’ll  go  to  any  lengths  to  protect  it,”  J 
says  Robert  Guberman,  president  of 
Planet  Marketing,  which  sells  products  i 
ranging  from  pens  to  handsaws.  But 
Planet  Marketing  isn’t  the  only  firm  to 
catch  the  millennium  bug  and  then  look  to 
traditional  trademark  law  to  make  sure 


amid  frequent  trademark 

nobody  else  is  infected  by  it. 

Miller  Brewing  Co.  has  signaled  that  it 
actually  wants  to  be  the  official  sponsor  of 
the  millennium.  To  tighten  its  grip  on  the 
right  to  market  the  millennium,  the  beer 
company  has  asked  the  U.S.  Patent  and 
Trademark  Office  to  trademark  the  term 
“Millerennium,”  used  in  its  upcoming 
advertising  campaign. 

Records  at  the  Patent  and  Trademark 
Office  show  there  is  a  rush  to  get  on  the 
millennium  train.  More  than  a  hundred 
trademark  requests  bear  the  word  millen¬ 
nium.  More  than  1,000  include  the  term 
“2000,”  and  even  more  are  expected. 
What  about  “the  class  of  2000?”  Forget  it. 
It’s  taken. 

Publishing  giant  Knight  Ridder  isn’t 


clashes 

taking  any  chances  it  will  miss  being  part 
of  a  brave  new  word  in  the  new  millenni¬ 
um.  The  34-newspaper  group  revised  its 
logo  and  emphasized  the  initials  —  KR 
—  in  an  effort  to  broaden  its  brand  iden¬ 
tity  among  consumers. 

“For  many  years,  the  public  has  had  a 
limited  knowledge  of  Knight  Ridder  — 
or  none,”  said  Knight  Ridder  chairman 
and  CEO  Tony  Ridder  last  January  when 
the  change  was  announced.  “We  get  little 
marketplace  lift  from  it.” 

And  with  the  new  logo  comes  a  new 
slogan  —  “Information  for  Life”  — 
which  the  firm  hopes  to  ride  into  the  new 
millennium  as  well. 

“We  think  it  better  captures  the  prima¬ 
ry  mission  of  the  company,  which  is  to 
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provide  information 
for  life  in  any  kind  of 
format,  whether  it  is 
print  or  electronic,” 
explains  Lee  Ann 
Schlatter,  a  Knight 
Ridder  spokeswoman. 

The  newspaper  firm  is  also  working  to 
establish  a  brand  name  for  Real  Cities  — 
a  network  of  close  to  40  Web  sites  from 
the  chain’s  newspapers  across  the  country. 

The  industry  giant  is  not  taking  any 
chances  either  with  its  Spanish-speaking 
readership.  It  has  even  applied  for  trade¬ 
marks  in  Spanish  for  the  newspapers  that 
serve  communities  with  Hispanic  popula¬ 
tions. 

They  are  not  the  only  ones  looking 
toward  other  cultures.  Multilingual  use  of 
trademarks  is  growing,  experts  say. 

“We  also  have  companies  like  MCI 
coming  in  for  all  sorts  of  marks  in  differ¬ 
ent  languages  to  appeal  to  those  cus¬ 
tomers.  Others  are  using  trademarks  for 
U.S.  customers  who  are  bilingual.  I  would 
not  say  it  is  a  new  thing,  and  this  is  anec¬ 
dotal,  but  I  think  we  are  seeing  it  with 
greater  frequency,”  says  Paul  Fahrenkopf, 
one  of  three  trademark  administrators  at 
the  U.S.  Patent  and  Trademark  Office  in 
Washington,  D.C. 

In  addition  to  reaching  out  into  more 
diverse  communities,  U.S.  publishers 
have  been  waging  their  own  trademark 
battles  this  year,  sometimes  with  competi¬ 
tors  —  near  or  far.  The  New  York-based 
alternative  newspaper  The  Village  Voice 
staked  a  claim  to  the  word  Voice,  which  it 
registered  as  a  trademark  in  1982.  Stem 
Publishing  filed  a  federal  trademark 
infringement  suit  against  one  newspaper 
in  Indiana  earlier  this  year  and  sent  stem 
letters  to  Ohio  and  Washington  papers 
whose  names  include  the  word  “Voice” 
(E&P,  March  19,  p.  19). 

Trying  to  protect  its  brand,  the  Village 
Voice  demanded  that  the  three  papers  stop 
using  “Voice”  immediately. 

In  another  publishing  industry  trade¬ 
mark  quandary,  Steve  Brill’s  fledgling 
media  criticism  magazine.  Brill’s  Content, 
by  Brill  Media  Ventures,  was  touted  as 
being  a  media  watchdog  by  the  founder  of 
The  American  Lawyer. 

Apparently  someone  was  watching.  A 
Savannah,  Ga.-based  book  called 
Contents  had  been  publishing  under  that 
name  since  1993.  However,  Folio,  the 
trade  magazine  for  magazines,  reported 
that  the  controversy  ended  peaceful¬ 
ly  in  a  settlement. 

In  addition  to  battling  over  titles, 
sometimes  magazines  fight  over 
well-known  words  and  phrases.  For 
example,  Boston  Magazine  wanted 
to  make  sure  the  phrase  “Best  of 


>I<nightRidder> 


Boston,”  which  it  uses  to  package  its  best-  ! 
of  edition,  was  protected  and  sued  to  stop  ; 
competitors  from  using  it. 

Even  the  legendary  Barbie  doll  can  get  i 
drawn  into  magazine  trademark  disputes. 
Folio  also  reported  that  toy  manufacturer  i 
Mattel  demanded  in  1997  that  Dan  and 
Barbara  Miller  stop  using  the  Barbie  ' 
trademark  in  their  quarterly  magazine. 
The  journal  has  a  claimed  circulation  of  ; 
45,000  and  is  titled  Millers,  with  the  sub¬ 
title,  an  independent  magazine  for  Barbie 
Doll  Collectors.  Disputing  that  they  are 
infringing  on  the  “Barbie”  trademark,  the 
Millers  argue  their  right  to  use  the  Barbie 
Doll  name  is  protected  by  the  First 
Amendment. 

And  in  an  age  when  most  firms  are  try¬ 
ing  to  be  “user-friendly,”  disputes  have 
erupted  over  that  seemingly  ubiquitous 
phrase. 

In  a  case  heard  by  the  U.S.  Trademark 
and  Appeal  Board  in  February,  a  publish¬ 
ing  group  and  a  computer  hardware  group 
fought  over  the  right  to  trademark  the 
term  “user-friendly.” 

The  appeal  board  rejected  the  request  to 
register  the  trademark  on  the  grounds  that 
it  was  so  commonly  used  that  nobody 
would  confuse  the  group’s  brand  name, 
even  if  both  used  it. 

But  when  you  talk  to  knowledgeable 
lawyers  about  the  publishing  business  and 
copyright  and  trademark  issues,  most 
agree  on  one  thing:  “The  Internet  is  prob¬ 
ably  the  most  active  area  right  now,” 
explains  Salt  Lake  City,  Utah,  attorney 
Jonathan  W.  Richards,  who  practices  with 
the  firm  of  Workman,  Nydegger,  and 
Seeley. 

Richards  says  conflicts  often  arise 
when  somebody  —  an  entrepreneur  or 
“cybersquatter”  —  registers  an  Internet 
domain  name  using  well-known  brand  or 
company  names,  many  registered  trade¬ 
marks,  with  Network  Solutions  Inc.  —  the 
group  responsible  for  assigning  addresses 
for  the  Internet. 

Once  names  are  registered,  firms 
whose  names  are  involved  sometimes  try 
to  buy  the  name  from  the  registrant.  In 
some  cases,  the  dispute  ends  up  in  court. 

“It  is  still  somewhat  surprising  to  me 


that  a  lot  of  compa¬ 
nies  with  famous 
trademarks  have  not 
registered  the 
domain  name  that  is 
identical  to  is  own 
name,”  explains  Mitchell  H.  Stabbe,  of 
the  Washington,  D.C.  firm  of  Dow  Lohnes 
&  Albertson. 

The  newspaper  industry  learned  this 
lesson.  As  F&P  reported  (Nov.  11,  1997, 
pp.  28-29),  the  Chicago  Tribune  and 
Tampa  Tribune  sued  a  company  for  using 
chicagotribune.com  and  tampatribune.com 
in  what  was  described  as  the  first  legal 
action  over  domain  names. 

More  wrangling  is  expected.  Network 
Solutions  says  there  have  been  more  than 
a  thousand  trademark-related  disputes 
since  it  developed  a  policy  to  sort  out  who 
has  the  legitimate  right  to  a  domain  name 
for  the  Internet. 

Even  the  nicknames  for  the  Internet 
have  been  dragged  into  trademark  battles. 
International  Data  Group  Inc.,  parent 
company  to  PC  World  and  Macworld 
magazines  and  computer  books  “for  dum¬ 
mies,”  asked  the  U.S.  Patent  and 
Trademark  Office  to  register  the  mark 
IWAY. 

The  company  planned  to  use  it  with  its 
newsletters,  journals,  newspapers  and 
books  about  online  communications.  But 
the  agency  balked  last  September.  It 
seems  that  both  IWAY  and  I-WAY  are 
well-known  shorthand  terms  for  “the 
information  superhighway.”  The  term 
IWAY  was  simply  descriptive  and  had  no 
unique  value  to  qualify  it  for  trademark 
registration. 

Beyond  disputes  over  what  to  call  the 
various  pieces  of  the  Internet,  Stabbe  pre¬ 
dicts  that  the  increasing  pace  of  technolo¬ 
gy  will  cause  even  more  trademark 
headaches  than  many  expect. 

Stabbe  recalls  that  a  major-league  foot¬ 
ball  team  recently  objected  to  a  newspa¬ 
per  posting  football  game  photos  on  its 
Web  site  while  the  game  was  still  in 
progress.  The  team  wanted  the  newspaper 
to  wait  until  after  the  game.  The  newspa¬ 
per  won. 

But  publishers  aren’t  always  on  the 
winning  team.  In  a  case  before  the  U.S. 
Patent  and  Trade  Office  this  year.  Playboy 
magazine  parent  company  Playboy 
International  objected  to  a  woman’s  use  of 
the  phrase,  “Playmate  of  the  Year,  1981” 
on  her  own  Web  site  —  a  use  determined 
to  qualify  as  “fair  use”  and  not  an 
infringement. 

This  time,  she  wins. 


Remondini,  an  attorney  li¬ 
censed  to  practice  in  Indiana,  is  a 
former  Indianapolis  Star  reporter. 
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ABCs  of™  and  © 

How  trademarks  and  copyrights  protect  intellectual  property 
in  theory  and  practice,  and  cautions  on  collaborative  creation,  licensing 


by  Susan  L.  Mizer 

One  of  the  most  fundamental  pre¬ 
sumptions  in  the  United 
States  is  the  basic  rule 
of  competition,  which  holds 
that  anyone  can  copy  a 
product,  service,  idea  or 
concept,  and  bring  it  to 
market.  Factors  such  as 
price,  quality,  supply  and 
customer  service  allow 
consumers  in  a  free  market 
to  choose  between  competing 
products  and  ideas. 

But  exceptions  have  been  carved  out  to 
benefit  consumers  and  producers  —  the 
producers  seeking  protection  for  their 
product,  idea,  or  concept.  The  U.S. 
Constitution  recognizes  the  need  for  a 
period  of  exclusivity  for  certain  innova¬ 
tive  or  creative  works  as  an  incentive  for 
spending  the  time,  effort  and  money  to 
create  and  bring  them  to  market.  Federal 
and  state  governments  have  enacted  regu¬ 
lations  designed  to  protect  such  works  — 
while  at  the  same  time  allowing  fair  com¬ 
petition.  These  include  trademark  and 
copyright  protection. 

A  trademark  is  a  word,  phrase,  symbol, 
design,  or  combination  of  them,  that  iden¬ 
tifies  the  source  of  goods  or  services  and 
distinguishes  it  from  other  sources.  It  is 
not  required  that  buyers  know  the  source 
of  the  products,  as  long  as  they  recognize 
that  a  particular  trademark  indicates  a 
common  source.  A  trademark  must  be  dis¬ 
tinctive,  or  recognizable  to  function  as  a 
source  identifier. 

Marks  are  classified  as  arbitrary  or 
fanciful,  suggestive,  descriptive 
and  generic.  Arbitrary  or  fan¬ 
ciful  marks  bear  no  relation¬ 
ship  to  the  associated 
goods  and  therefore  are 
inherently  distinctive  and 
can  be  trademarks. 

Suggestive  marks  hint  at 
some  quality  of  the  goods, 
but  not  so  much  that  no 
imagination  or  thought  is  need¬ 


ed  to  determine  the  nature  of  the  goods. 
Suggestive  marks  are  also  inherently  dis¬ 
tinctive  and  can  be  registered. 

A  descriptive  mark  identifies  a 
characteristic,  quality,  or  pur¬ 
pose  of  a  product  that  is  not  : 
inherently  distinctive  and  , 
cannot  be  registered 
unless  it  can  be  shown  ; 
that  consumers  associate  ■ 
the  goods  with  a  single 
source.  The  association,  or  ; 
secondary  meaning,  can  be 
proven  by  showing  that  con¬ 
sumers  associate  the  goods  with  I 
the  source,  or  showing  exclusive  and  con¬ 
tinuous  use  of  the  mark  in  commerce  for 
five  years.  A  generic 
term  is  a  common 
group  or  class  name  to 
which  a  particular  product 
belongs,  such  as  beer  or 
automobile.  A  generic  term 
can  never  function  as  a 
trademark.  However,  a  term 
which  is  generic  for  one  product  can  be 
arbitrary  when  linked  to  another.  A  term  l 
that  is  not  initially  generic  may  become  so 
if  consumers  come  to  believe  that  it  is  the 
generic  name  for  a  type  of  product,  such  ; 
as  aspirin  or  escalator. 

The  law  protects  trademarks  based  on  ; 
bona  fide  use  to  identify  products.  It’s  not 
necessary  to  register  a  mark  to  establish 
rights  to  it  or  to  begin  using  it.  But  the 
benefits  of  registration  with  the  U.S. 
Patent  and  Trademark  Office  include:  evi-  i 
dence  of  the  mark’s  validity,  exclusive 
rights  and  ownership,  and  federal  court  as 
a  venue  for  remedies. 

Applications  for  federal  regis-  j 
tration  must  be  based  on  the  i 
actual  use  of,  or  legitimate 
intent  to  use,  the  mark  in 
commerce.  Applicants 
must  show  they  have 
applied  the  mark  to  prod¬ 
ucts  sold  or  transported  in 
interstate  commerce.  The 
standard  for  commercial  use 
is  liberal,  but  does  not  include 


token  shipments  made  to  win  registration. 

Trademarks  also  may  be  registered  in 
every  state,  but  while  state  registrations 
are  easier  and  cheaper,  they  provide 
fewer  advantages. 

Trademarks  and  service  marks  can  be 
identified  with  a  or  SM  designations 
indicating  a  claim  of  rights,  usually 
before  a  federal  registration  is  issued.  The 
statutory  ®  indicates  a  mark  is  federally 
registered  and  constitutes  notice  of  regis¬ 
tration.  It  may  not  be  used  unless  and 
until  the  mark  is  registered. 

When  trademarks  appear  in  print  in  the 
media,  they  should  be  distinguished  from 
the  surrounding  text  and  should  be  used 
in  conjunction  with  a  generic  term 
describing  the  product, 

.  as  in  Chapstick  lip 
balm,  or  Raisin  Bran 
breakfast  cereal  — 
never  as  a  noun. 

Trademarks  are  con¬ 
sidered  property,  and  as 
such  may  be  transferred 
and  licensed  to  others.  As  a  property 
right,  a  trademark  exists  only  in  connec¬ 
tion  with  the  associated  product.  When 
transfered,  trademarks  carry  the  goodwill 
of  the  business  associated  with  the  mark 
must  be  transferred  as  well  for  the  assign¬ 
ment  to  be  valid.  Arrangements  to  license 
trademarks  must  include  quality-control 
provisions  under  which  the  owner  main¬ 
tains  control  over  the  nature  and  quality 
of  the  good.  Absent  such  provisions,  the 
transfer  is  considered  a  naked  license  and 
the  owner  forfeits  rights  to  the  mark. 

When  it  comes  to  enforcement,  written 
warnings  can  be  followed  by  an  infringe¬ 
ment  action  in  federal  court.  Owners  bear 
the  burden  of  proving  that  somebody 
else’s  actions  create  the  likelihood  of  con¬ 
fusion  in  the  minds  of  consumers.  Courts 
evaluate  confusion  based  on:  resemblance 
between  the  conflicting  marks;  similari¬ 
ties  in  marketing  methods;  characteristics 
of  prospective  purchasers;  distinctiveness 
of  the  plaintiff’s  mark;  whether  the  prod¬ 
ucts  are  competitive;  likelihood  buyers 
would  expect  the  plaintiff  to  expand  into 
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the  field  of  the  defendant;  territories  the 
products  are  sold  in;  the  extent  to  which 
the  plaintiff’s  mark  is  known  in  the  defen¬ 
dant’s  territory;  the  defendant’s  intent;  and 
evidence  of  actual  confusion. 

Trademark  litigation  is  generally 
expensive  and  time-consuming  —  but 
successful  plaintiffs  are  entitled  to  actual 
damages  resulting  from  any  proven 
infringement.  Damages  may  be  the  profits 
from  infringing  products,  or  profits  the 
trademark  owner  lost. 

The  law  says  copyright  protection 
“applies  to  any  work  of  authorship  fixed 
in  a  tangible  medium  of  expression.”  But 
U.S.  copyright  law  is  anything  but  simple. 

First,  it  must  be  established  who  quali¬ 
fies  as  an  author.  A  computer  that  spits  out 
interesting  graphics  or  a  chimpanzee  that 
applies  paint  to  a  canvas  aren’t  considered 
authors  for  purposes  of  copyright  protec¬ 
tion.  The  law  requires  authors  to  be 
humans,  either  working  by  themselves  or 
in  collaboration,  and  the  key  to  joint 
authorship  is:  There  must  be  intent  to  col¬ 
laborate.  So,  if  a  lyricist  finds  an  old  tune 
lying  around  and  adds  words  to  it,  there  is 
no  collaboration  and  no  joint  authorship. 
Instead,  the  result  would  be  authorship 
with  copyright  to  the  music,  and  the  lyri¬ 
cist  with  copyright  to  the  words. 

When  people  are  hired  to  create  copy¬ 
righted  works,  the  employer  is  likely  the 
author  for  legal  purposes.  That  is,  if 


,  employees  create  works  of  authorship  as 
i  part  of  their  job  responsibilities,  the 
employer  will  most  likely  own  the  result¬ 
ing  copyrights. 

Such  employer/employee  relationships 
i  cannot  be  created  solely  by  mystical 
words  in  a  contract.  This  “work-made-for- 
hire”  relationship  is  determined  on  the 
basis  of  the  total  relationship.  When 
!  employers  provide  work  space,  supplies, 

'  paid  vacation  and  participation  in  a  401(k) 
plan,  and  when  creating  copyrighted  work 
is  in  the  employee’s  job  description,  the 
author  is  the  company. 

These  details  are  important  when  sub¬ 
contracting  development  of  work  to  non¬ 
employees.  Therefore,  wedding  photogra¬ 
phers  sell  prints,  but  generally  retain  the 
copyrights  to  the  underlying  images. 
Similarly,  subcontractors  hired  to  write 
specialized  software  would  probably  own 
copyrights  to  that  software,  even  though  it 
i  was  written  for  a  specific  customer. 

For  this  reason,  care  is  needed  when 
i  entering  relationships  that  may  result  in 
!  copyrighted  material.  With  the  appropri¬ 
ate  contract  language,  any  copyright  can 
be  owned  by  whomever  has  negotiated  to 
own  it.  A  work  of  authorship  is  anything 
that  includes  an  embodiment  of  nontrivial 
creativity  attributed  to  the  author.  It  can’t 
be  something  that’s  purely  functional, 
such  as  a  new  machine  or  device,  which 
may  be  protected  by  the  patent  laws. 


Trademark  Quiz 

Test  your  knowledge  of  consumer 
brands.  Match  the  registered  trade¬ 
mark  or  brand  on  the  left  with  its  gener¬ 
ic  description  on  the  right. 

Trademark 


or  brand  name 

Generic  term 

1 

Carousel 

A  candy 

2 

Baggies 

B  clothing,  jacket 

3 

Bon  Bons 

c  cooking  fuel 

4 

Day-Glo 

D  flavored  ices 

5 

Fiberglas 

E  fluorescent 
colors 

6 

Jet  Ski 

F  ice  cream 

7 

Karo 

G  glassware 

8 

LaserJet 

H  knives 

9 

Laundromat 

1  personal 
watercraft 

10 

Mylar 

J  plastic  foam 

11 

Naval  Jelly 

K  polyester  film 

12 

Popsicle 

L  printer 

13 

Pyrex 

M  slide  projector 

14 

Sterno 

N  self-service 
laundry 

15 

Styrofoam 

0  rust  remover 

16 

Turtles 

p  yarns,  fibers, 
insulation 

17 

Windbreaker 

Q  plastic  bag 

18 

X-Acto 

R  syrup 

Answers:  1-M;  2-Q;  3-F:  4-E;  5-P;  6-I;  7-R;  8-L: 

9-N:  10-K:  11-0:  12-D;  13-G;  14-C:  15-J;  16-A; 

17-B:  18-H 

Source:  Internationa  Trademarit  Associabon 

Authorship  does  not  require  novelty.  That 
is,  there  is  no  requirement  that  a  work  be 
unique.  It  only  has  to  include  the  creativi¬ 
ty  of  the  author  and  be  created  indepen¬ 
dently.  It  is  therefore  possible  for  two 
authors  to  independently  have  copyrights 
to  works  which  are  very  similar. 

Protected  works  also  mu.st  be  fixed  in  a 
tangible  medium  of  expression.  Congress, 
through  the  copyright  laws,  has  afforded 
the  constitutional  term  “writing”  its 
broadest  definition.  The  term  includes 
such  works  as  paintings,  novels,  poetry, 
computer  programs,  photographs  or  sound 
recordings.  More  recently,  "writing”  has 
been  found  to  include  even  software 
loaded  temporarily  into  computer  memory 
for  purposes  of  running  a  program.  Finally, 
live  broadcasts  are  considered  eligible  for 
copyright  as  long  as  the  broadcast  occurs 
simultaneously  with  a  recording. 

To  obtain  a  U.S.  copyright,  nothing 
needs  to  be  done.  Under  current  law, 
copyright  exists  from  the  moment  a  work 
of  authorship  is  fixed  in  a  tangible  medi¬ 
um  of  expression.  Registration  is  not  man¬ 
datory  to  claim  ownership  rights  or  to 
transfer  or  license  the  copyright,  but  regis- 


Remember, 


There’s  only  one  Post-it*  Note  and  it’s  from  3M.  Please  help  us  protect  our 
trademark  by  including  the  ®  when  you  write  about  Post-it*  Notes  or  our  other 
Post-it*  products.  And  since  a  trademark  is  an  adjective,  follow  it  up  with  an 
appropriate  noun:  Post-it®  Software  Notes,  for  example.  The  Post-it*  trademark 
is  a  name  you  can  trust — please  help  us  keep  it  that  way. 


Post-it^ 

Notes 
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tration  is  mandatory  for  U.S.  citizens  who 
wish  to  enforce  their  copyrights  in  court. 

Registration  is  easy.  Typically,  an 
author  completes  a  two-page  form  and 
submits  it  with  a  $20  filing  fee  and  two 
copies  of  a  published  work  (one  unpub¬ 
lished)  to  the  U.S.  Copyright  Office, 
whose  site  (http://lcweb.loc.gov/copy- 
right/)  provides  more  information.  Or 
write  to  U.S.  Copyright  Office,  Library  of 
Congress,  101  Independence  Ave.,  S.E., 
Washington,  DC  20559-6000. 

Copyright  means  the  author  is  protected 
from  unauthorized  copying,  which  is 
proved  showing  similarity  between  two 
works  and  proving  that  the  second  was 
created  after  someone  had  access  to  the 
first.  Enforcement  requires  federal  court 
action  —  again  generally  long  and  expen¬ 
sive,  but  winning  can  bring  actual  dam¬ 
ages. 

In  summary,  trademarks  identify  goods 
and  services,  and  copyrights  provide  a 
simple  mechanism  to  protect  authors  when 
other  try  to  benefit  from  their  work. 

Mizer  is  an  associate  with  the  intel¬ 
lectual  property  group  at  Benesch, 
Fnedlander,  Coplan  &  Aronoff,  based 
in  Ohio. 


Uneasy 

bedfellows 

Marketing  execs  and  trademark  lawyers 
sometimes  conflict  on  road  to  strong,  secure  marks 


by  Patricia  Hogan 


Who  laughs  loudest  at  jokes 
about  lawyers,  particularly 
trademark  lawyers?  Too  often, 
it’s  the  people  in  the  marketing  depart¬ 
ments  of  companies  that  retain  them. 

While  creators  of  trademarks  should  ide¬ 
ally  be  on  the  same  team  as  their  trademark 
protectors,  frequently  the  two  groups  are 
Joined  in  a  mere  marriage  of  convenience. 
The  marketer  wants  a  product  name  that 
“says  it  all.”  The  trademark  lawyer  knows 
that  if  a  mark  “says  it  all,”  it  is  either  gener¬ 
ic  or  merely  descriptive  and,  therefore. 


unprotectable.  The  battle  of  communica¬ 
tion  vs.  protection  is  fought  with  both  in- 
house  counsel  and  outside  law  firms.  The 
initial  skirmish  takes  place  when  the  mar¬ 
keting  group  submits  to  counsel  for  trade¬ 
mark  clearance  a  list  of  potential  names  for 
its  new,  improved  widget.  Invariably,  these 
selections  include:  New  Improved  Widget, 
Even  Better  Widget,  The  Best  Widget  and 
Superior  Widget. 

The  marketer  is  distressed  when 
informed  that  the  lawyer  isn’t  even  going 
to  do  an  initial  search  on  these  stellar 
options  After  all,  the  names  quickly  and 
simply  communicate  the  desired  message 


INCORRECT: 

•  EATI  NG  RAW  POULTRY 

•  MARRYI NG  YOUR  SIBLING 

•  "R  0  L  L  E  R  B  L  A  D  I  N  G" 


>usl  a  (rit’ndlv  lousi'  Ihc  (ji  iufu'  U  rms  ''in-litn-  skalils),  iii-liiu  skakr(s|,  in-litH  skaliru)"  in'.ti  jil  of  Ifio 

fdllowimj,  vvhk’h  arc  jitiisusos  of  Ihc  ROI LFRBIAOF  Iradcmatk:  "rollcitikulimj,  Fitailiiif),  rollcrtrlailcKl,  I'ladcisl,  rollcrtitadi  RoLLBRBLADe 
l)ladc'r(s)"  This  mcssaric  comes  to  yon  cooitcsyof  mir  atloriu  vs,  who  an‘  rotrccllv  rcU  iTi'd  lo  as  "i  xtraonlioarilv  aii.il." 
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regarding  the  product,  and  that  is  what 
marketing  executives  learned  in  market¬ 
ing  school.  Why  can’t  the  company  own 
exclusive  rights  on  these  great  marks? 

Another  battle  between  trademark 
lawyers  and  marketing  executives  involves 
the  trademark  clearance  process.  Marketers 
usually  accept  the  fact  that  a  mark  is 
blocked  by  a  federal  registration  for  the 
same  or  a  very  similar  mark  owned  by  a 
competitor.  It  is  harder  for  the  mark’s  orig¬ 
inator  to  understand  why  an  unregistered 
user  of  a  related,  but  not  identical,  good, 
can  also  prevent  use  of  its  favorite  product 
name.  Every  trademark  practitioner  has 
heard  the  argument,  “But  it’s  just  a  little 
company  no  one  has  ever  heard  of.”  To 
which  a  wise  trademark  attorney  responds 
with  an  explanation  of  the  dangers  of 
reverse  confusion.  A  few  well-chosen  cases 
demonstrating  how  large  corporations  have 
paid  millions  of  dollars  in  damages  to  small 
companies  no  one  has  ever  heard  of  are 
usually  sufficient  to  demonstrate  the  risks 
involved  in  selecting  a  particular  mark. 

Company  politics  also  play  a  role  in  the 
relationship  between  marketer  and  trade¬ 
mark  practitioner.  In  one  scenario,  the  wiz 
kid  creative  genius  who’s  leading  the  com¬ 
pany  to  a  bright  future  with  new  and  exist¬ 
ing  products  is  pitted  against  the  naysaying 
trademark  lawyer,  an  obstructionist  who 


impedes  the  development  of  new  products. 
The  attorney’s  characterization  is  unfortu¬ 
nate  and  unfair,  since  the  two  have  differ¬ 
ent  jobs,  but  both  should  be  working  to 
select  the  best  protectable,  non-infringing 
trademark  possible  for  the  client  company. 

Trademark  lawyers  need  to  assume  the 
role  of  educator  as  well  as  legal  adviser. 
Marketing  people  should  seek  to  learn  the 
advantages  of  choosing  a  truly  distinctive, 
easily  protectable  trademark.  When  this 


by  Frank  G.  Long 
and  Scott  S.  Havlick 

Businesses  in  the  global  market¬ 
place  can  find  themselves  easy  tar¬ 
gets  for  a  new  breed  of  pirates  and 
trespassers  who  aren’t  prowling  for  gold 
doubloons  or  silver  but  are  instead  target- 


groundwork  is  laid,  marketing  executives 
and  trademark  lawyers  can  begin  to  work 
effectively  together  as  a  team,  married  to 
the  single  goal  of  promoting  the  best  inter¬ 
est  of  the  company.  Hi 


Hogan  is  trademark  counsel  with 
Dinsmore  &  Shohl  in  Cincinnati  and  a 
member  of  the  International  Trade¬ 
mark  Association’s  Trademark  Trends 
Public  Relations  Subcommittee. 


ing  what  in  a  global  economy  can  be  far 
richer  booty:  trademarks. 

Pirates  capture  rights  to  use  trademarks 
before  their  owners  enter  a  given  country 
to  do  business  and  can  hold  a  foreign 
company’s  business  hostage.  To  use  its 
own  trademark  in  that  country,  the  compa¬ 
ny  needs  the  pirate’s  permission  —  avail- 


Guarding  marks 
on  a  global  scale 


able  for  a  fee  or  through  litigation. 

The  new  trespassers  are  local  competi¬ 
tors  who  deliberately  use  names  or 
designs  similar  to  existing  foreign  marks 
in  order  to  confuse  consumers.  If  ignored, 
these  trespassers  can  siphon  revenues  and 
dilute  the  distinctiveness  of  marks  by 
associating  them  with  inferior  products. 

Trademark  pirates  and  trespassers  are 
major  problems  for  global  marketers,  but 
their  damage  can  be  minimized.  Here  are 
seven  rules. 

Plan  and  prioritize.  Since  most 
nations  have  their  own  trademark  laws, 
trademark  protection  involves  using 
lawyers  or  agents  in  each  country  where  a 
a  trademark  is  used,  or  may  be  used.  To 
maximize  effectiveness  and  minimize 
costs,  be  selective  about  where  to  seek 
trademark  protection.  First  priority  should 
be  in  nations  where  the  business  is  already 
selling  or  planning  to  expand  distribution 
soon.  Next,  protect  trademarks  in  nations 
where  the  U.S.  business  has  local  vendors 
or  suppliers,  and  lastly,  consider  nations 
with  a  known  piracy  problem. 

Search  and  discover.  Look  carefully 
for  trademark  conflicts  before  seeking 
protection.  Trademark  searches  can  iden¬ 
tify  problems  before  they  occur.  Searches, 
typically  conducted  by  local  attorneys  or 
search  firms,  examine  databases  of  trade¬ 
mark  registrations,  and  names  of  products 
and  companies  in  a  given  country. 
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Whether  you’re  running, 
skiing,  hiking  or  writing, 
if  you  use  GORE-TEX®  fabric 
correctly,  we’ll  all  feel 
comfortable. 

GORE-TEX*  fabric  is  the  original  waterproof/breathable 
fabric  that  revolutionized  the  outdoor  sportswear  mar¬ 
ket,  and  it’s  now  used  in  many  industrial  and  medical 
applications,  too. 

GORE-TEX  should  never  stand  alone.  Always  use  it 
to  modify  a  noun,  such  as  GORE-TEX*  fabric,  GOfe-TEX* 
gloves,  GORE-TEX*  outerwear. 

Your  comfort  is  what  our  remarkable  fabric  is  all 
about.  So  please  keep  us  comfortable  by  using  our 
trademark  correctly. 

GORE-TEX®  is  a 

registered  trademark  of 
W.  L.  Gore  &  Associates,  Inc. 


Creative  Techrtologies 
Worldwide 
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Collecting  for 
overseas  copies 

U.S.  authors,  publishers  share  $2.5  million 


Searches  look  for  trademarks  that  are 
identical  or  similar  and  already  registered 
or  used  locally.  When  potential  conflicts 
arise,  try  to  acquire  the  local  rights  when 
the  business’s  bargaining  power  is  great¬ 
est,  or  change  the  mark. 

Register  or  die.  When  a  search  fails  to 
find  a  local  trademark  that  conflicts  with  a 
U.S.  mark,  register  the  mark  in  that 
nation.  Local  registration  is  the  only  way 
to  protect  trademark  rights  in  most  foreign 
countries.  Without  registration,  little  can 
be  done  to  prevent  someone  else  from  cre¬ 
ating  local  rights  to  the  mark. 

File  fast.  Whenever  registration  is  pos¬ 
sible,  file  an  application  as  soon  as  possi¬ 
ble.  Prompt  filing  is  important  because  it 
establishes  trademark  priority.  The  first 
person  to  file  for  the  trademark  rights  in  a 
country  generally  will  have  the  senior 
rights  to  the  mark  in  that  country.  In  most 
nations,  trademark  applications  can  usual¬ 
ly  be  filed  within  one  to  three  weeks,  more 
quickly  if  proper  powers  of  attorney  or 
specimens  are  provided  later. 

Use  it  or  lose  it.  If  an  application  for 
registration  is  accepted,  the  applicant  has 
the  foundation  for  legal  protection  in  that 
country.  However,  even  registered  trade¬ 
mark  rights  can  be  lost  if  the  registration 
is  not  maintained,  meaning  using  the  mark 
with  designated  products  or  services.  It 
also  means  making  sure  the  required 
renewals  are  filed  and  the  maintenance 
fees  are  paid. 

Watch  constantly.  Even  if  a  trademark 
is  properly  registered  and  maintained,  it 
can  lose  value  if  someone  uses  the  same 
—  or  confusingly  similar  —  trademark  in 
the  same  country.  Owners  of  valuable 
trademarks  should  watch  for  anyone  using 
or  trying  to  register  the  same  or  similar 
marks  in  countries  where  the  marks  are  or 
may  be  used.  Watching  services  are  avail¬ 
able  to  review  trademark  registries  by 
computer.  They  can  alert  trademark  own¬ 
ers  of  potential  problems  in  time  to  legal¬ 
ly  oppose  applications. 

Strike  fast  and  hard.  Act  quickly  and 
decisively  against  trademark  pirates  and 
trespassers.  To  be  prepared,  establish  a 
network  of  foreign  lawyers  who  can  take 
immediate  action  to  protect  trademark 
rights  in  every  country  where  trademark 
rights  are  asserted.  It’s  also  wise  to  get  to 
know  local  officials  and  customs  officers 
who  enforce  trademark  laws.  Hi 


Long  is  a  partner  in  the  Phoenix 
office  of  Morrison  &  Meeker.  Havlick  is 
a  partner  in  the  Boulder,  Colo.,  office 
of  Holland  &  Hart. 


Copyright  Clearance  Center,  the 
world’s  largest  licenser  of  photo¬ 
copy  reproduction  rights,  says  it 
has  distributed  to  U.S.  copyright  holders 
$2.5  million  for  overseas  photocopying 
of  their  U.S.  works. 

The  funds  were  collected  by  overseas 
reproduction  rights  organizations  and  for¬ 
warded  to  the  clearinghouse  in  Danvers, 
Mass.  —  without  identifying  the  works 
copied  or  their  creators  —  for  distribution 
to  U.S.  authors,  creators  and  publishers. 
Royalties  are  paid  on  the  basis  of  identi¬ 
fied  overseas  uses  of  U.S.  copyrighted 
works.  Some  rights  holders  are  slated  to 


collect  thousands  of  dollars. 

The  payments  are  the  first  of  a  series  of 
distributions  of  foreign  funds,  says  the 
copyright  center,  which  distributes  royal¬ 
ties  to  publishers  and  authors.  This  year  it 
handed  out  $42  million,  up  from  $35  mil¬ 
lion  a  year  earlier. 

“This  new  initiative  puts  previously 
undistributable  foreign  funds  directly 
into  the  hands  of  more  than  3,300 
authors,  as  well  as  more  than  1 ,600  pub¬ 
lishers  and  several  hundred  other  cre¬ 
ators,”  says  Joseph  S.  Alen,  president  and 
CEO  of  the  not-for-profit  center,  which 
has  a  staff  of  1 20. 


Be  A  Hero  - 

Fight  Unscrupulous  Use  Of 
The  \^LCR0®  Brand  Trademark! 

We  work  hard  to  protect  our  good  name  from  those  dastardly 
types  who’d  mistreat  or  usurp  our  registered  trademark. 

Now  we  know  you’d  never  do  it  purposely,  but  here’s  a  few 
guidelines  that  may  help. 

Wto  you  use  our  registered  trademark  to  refer 
to  one  of  our  products,  it’s  always  used  as  an  at^jective 
to  modify  a  generic,  in  all  upper  case,  followed  by  the 
“®’’  symbol,  as  in:  VELCRO*  brand  hook  and  loop 
fasteners.  When  you  use  the  word  to  describe 
one  of  our  companies,  initial  capitalize  the  “V,” 
as  in:  Velcro  Industries  B.V. 

Of  course,  it’s  never  used  as  a  verb;  you  can’t  “velcro”  anything. 

Please  help  protect  our  good  name  -  it’s  the  foundation  upon  which  we’ve  built 
our  reputation.  You’ll  sure  be  a  hero  with  us! 

Velcro  Industries  B.V. 
http://www.velcro.com 

The  FUING-V*  (DESIGN)  is  a  registered  trademark  and  the  ACTION  l^RO™  (DESIGN)  is  a  trademark  of  Velcro  Industries  B.V 
The  mark  VELCRO’  is  a  registered  trademark  of  Velcro  Industries  B.V.  in  many  countries,  excluding  the  U.K.  and  the  Republic  of  Ireland. 
U  S.  ©\felcro  Industries  B.V.  12/98 
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their  works  in  U.S.  markets.  publishers  and  hundreds  of  thousands  of 

The  center  was  formed  in  1978tofacil-  creators.  It  is  a  member  of  the  Intema- 
itate  compliance  with  U.S.  copyright  law  tional  Federation  of  Reproduction  Rights 
and  provides  licensing  for  photocopying  Organisations  and  has  bilateral  agree- 
of  copyrighted  materials  around  the  ments  with  organizations  in  1 1  nations  for 
world.  It  manages  rights  to  over  1.75  mil-  collecting  fees  for  overseas  use  of  U.S. 
lion  works  and  represents  more  than  9,600  works.  —  George  Garneau 

Slow  shift 
of  Net  bosses 


Most  of  the  payments  are  divided 
equally  between  authors,  $35  minimum, 
and  publishers,  $100  minimum.  Included 
among  the  creators  receiving  royalties  are 
more  than  1.000  academic  and  textbook 
authors. 

Most  foreign  reproduction  rights 
groups  collect  fees  under  national  licens¬ 
ing  statutes  without  knowing  the  names  of 
authors  or  the  works  copied,  only  the 
nation  of  origin  and  class  of  works.  So 
when  royalties  for  U.S.  works  are  collect¬ 
ed  overseas,  it  is  impossible  to  know  who, 
exactly,  to  compensate.  So  the  clearance 
center  has  created  a  model  from  title-spe¬ 
cific  copying  information  from  other 
countries  and  uses  it  to  divvy  up  foreign 
funds  to  U.S.  copyrights  owners  —  rather 
than  using  them  for  general  ‘industry  pur¬ 
poses,’”  says  Alen. 

Since  individual  authors  are  harder  to 
locate  than  publishers,  the  clearance  cen¬ 
ter’s  online  system  (http://www.copy- 
right.com/authors)  registers  authors  in 
various  licensing  programs.  By  register¬ 
ing  their  copyrighted  works,  authors  and 
publishers  increase  their  chances  of  col¬ 
lecting  royalties  and  raise  the  profile  of 
their  works. 

Online  registration  is  free  and  nonex¬ 
clusive,  and  authors  may  also  list  copy¬ 
right  fees  and  other  licensing  terms  for 


by  John  Schmitt 

Since  its  inception  in  the  late  1960s, 
the  Internet  has  been  under  the 
administration  of  the  U.S.  govern¬ 
ment,  but  if  current  proposals  survive  a 
fusillade  of  protests,  the  government’s 
role  could  come  to  a  quick  end. 

In  its  earliest  days  —  under  develop¬ 
ment  at  the  University  of  California,  Los 
Angeles,  and  known  as  ARPANet  —  the 
Internet  was  a  Pentagon-funded  project. 
As  it  grew,  oversight  moved  to  the 


National  Science  Foundation,  an  inde¬ 
pendent  government  agency. 

Since  the  early  1970s,  the  actual 
administrative  work  —  assigning 
addresses  and  domain  names  and  devel¬ 
oping  protocols  —  has  been  performed 
generally  by  the  Internet  Assigned 
Numbers  Authority  (lANA),  operating 
out  of  the  University  of  Southern 
California’s  Information  Sciences 
Institute  in  Los  Angeles.  Until  October, 
lANA  was  headed  by  Jonathan  Postel, 
widely  known  as  “the  father  of  the  World 
Wide  Web.”  He  helped  build  the  first 
ARPANet  computer  network,  designed 
the  current  system  of  assigning  domain 
names,  and  was  primary  editor  of  the 
Internet’s  de  facto  bylaws. 

lANA’s  control  of  domain  names 
ended  in  1993,  when  the  contract  went  to 
Herndon,  Va.-based  Network  Solutions 
Inc.,  whose  monopoly  was  criticized  by 
Postel  and  others  for  generating  millions 
of  dollars  in  profits  through  domain  reg¬ 
istration  fees. 

The  Clinton  administration  earlier  this 
year  began  work  on  a  policy  designed  to 
remove  the  government  from  Internet 
oversight.  The  Commerce  Department’s 
National  Telecommunications  and  Infor¬ 
mation  Administration  outlined  a  propos¬ 
al  that  drew  immediate  criticism  for  leav¬ 
ing  too  much  U.S.  power  over  a  global 
system,  and  within  weeks,  alternatives 
were  under  way. 

White  House  adviser  Ira  Magaziner 
took  a  leading  role,  and  last  June  the 
White  House  made  its  own  proposal  for 
transition  to  a  public  nonprofit  corpora¬ 
tion  after  Network  Solutions.  But  unre¬ 
solved  issues  include  the  proposed  addi¬ 
tion  of  top-level  domains  such  as  “.corp” 
or  “.store,”  to  existing  suffixes  (.com, 
.org,  .edu.  and  .net),  and  the  question  of 
conflicts  between  Internet  name  trade¬ 
marks,  whose  owners  accuse  “cyber¬ 
squatters”  of  registering  site  names  simi- 


is  not  just  any  weight  loss  program. 

is  an  organization  of  members  who  have 
successfully  lost  millions  and  millions  of  pounds 
on  the  Weight  Watchers  Program. 

is  a  registered  trademark  owned  by 
Weight  Watchers  International,  Inc.  for  its  products 
and  services  in  the  weight  control  field. 

Click  here  to  visit  our  website: 
@http:/www.weightwatchers.com 
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lar  to  trademarks  and  then  holding  them 
for  ransom,  or  resale. 

Postel  proposed  the  formation  of  the 
Internet  Corporation  for  Assigned  Names 
and  Numbers  (ICANN).  Discussions  took 
place  in  Geneva  and  Singapore  earlier  this 
year  under  the  auspices  of  the  Internet 
Society,  a  global  group  of  Net  users. 
Posters  plan  became  the  primary  working 
paper  for  the  new  corporation  and  was 
supported  by  leaders  of  the  European 
Union,  so  long  as  members  were  repre¬ 
sented  and  European  trademark  laws  were 
honored.  Magaziner  wanted  to  get  the  cor¬ 
poration  running  by 
Sept.  30,  when  the  Net¬ 
work  Solutions  con¬ 
tract  was  to  expire.  But 
it  was  mid-September 
before  Postel  could 
reach  agreement  with 
Network  Solutions, 
which  wanted  more 
input  for  corporate  and 
individual  Internet 
users.  Running  out  of 
time  to  start  the  new 
system,  the  government  extended  Network 
Solutions’  contract  for  two  years. 

Meanwhile,  the  NSF  ceded  its  over¬ 
sight  responsibilities  to  the  Department  of 
Commerce  to  help  with  the  transition.  But 
by  Sept.  28,  the  Financial  Times  of 
London  said  the  agreement  had  “back¬ 
fired,”  and  painted  Network  Solutions  as  a 
main  protagonist  in  a  chaotic  scenario. 
The  earlier  “proposed  final  draft”  report¬ 
edly  reached  by  Postel  and  Network 
Solutions  had  been  attacked  from  all 
sides,  especially  by  those  critical  of  limi¬ 
tations  on  free  expression. 

Still,  Postel  and  lANA  pushed  forward 
and  submitted  to  the  Commerce  Depart¬ 
ment  a  list  of  proposed  temporary  direc¬ 
tors.  The  list  brought  more  protest  because 
four  of  the  nine  were  American,  three 
European,  and  one  each  from  Australia 
and  Japan. 

By  mid-October,  Magaziner  was  fight¬ 
ing  critics  over  the  board’s  make-up, 
domain  questions  and  matters  of  openness 
and  financial  accountability  under  the 
ICANN  plan. 

On  Oct.  16,  Jon  Postel  died  from  com¬ 
plications  from  heart  surgery.  Five  days 
later,  the  Clinton  administration  tentative¬ 
ly  approved  the  ICANN  proposal  but 
requested: 

•  More  “transparent”  decision-making. 

•  Leadership  that  reflects  the  Internet’s 
“geographic  and  functional  diversity.” 

•  More  financial  accountability  to 


Internet  users. 

In  late  October,  ICANN  said  it  would 
hold  public  forums  to  solicit  comments 
from  Net  users.  On  Nov.  6,  the  ICANN 
board  released  a  new  set  of  proposed 
bylaws  intended  to  address  Commerce 
requests  and  advised  the  agency  that  it 
was  ready  to  step  in  and  administer  the 
Internet.  The  proposed  bylaws  were  post¬ 
ed  on  lANA’s  Web  site. 

But  objections  have  continued.  A  group 
representing  12  domain  administrators  in 
underdeveloped  nations  filed  a  lengthy 
objection  on  grounds  that  South  America, 
Africa  and  Central 
.America  were  not 
represented.  By  Nov. 
10,  the  number  of 
opponents  had  grown 
to  78  nations,  repre¬ 
senting  nearly  half 
the  world’s  popula¬ 
tions. 

Also  at  the  heart  of 
the  protest  is  a  provi¬ 
sion  for  top-level  do¬ 
mains  in  each  coun¬ 
try.  ICANN ’s  plan  says  it  will  “respect 
each  nation’s  sovereign  control  over  its 
individual  Top  Level  Domain.”  Critics  say 
individual  government  involvement  in 
domain  names  will  create  undue  interfer¬ 
ence,  and  perhaps  nationalization,  leaving 
the  Internet  an  unworkable  mess  of 
“cyber-principalities.” 

Although  ICANN  is  moving  ahead 
with  the  changeover,  the  U.S.  government 
is  beginning  to  question  the  likelihood  of 
its  success. 

One  congressman  has  called  for  an 


investigation  of  the  entire  transition 
process.  Like  Postel,  Magaziner,  who 
plans  to  resign  at  the  year’s  end,  was  seen 
as  a  champion  of  “self  regulation”  and  pri¬ 
vate-sector  governance  on  the  Internet. 

A  public  forum  in  Cambridge,  Mass., 
in  November  suggested  an  uncertain  out¬ 
come  on  the  proposed  new  system. 

Regardless  of  White  House  intentions, 
with  the  intervention  of  Congress  and  the 
loss  of  two  key  players  at  a  transitional 
period,  the  only  thing  certain  may  be  that 
the  pace  of  the  transition,  if  it  comes  at  all, 
will  be  much  slower.  ■■ 
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Copyright  questions 
abound  on  the  Web 


The  internet  makes 
it  easy  to  steai 
copyrighted  materiai,  as  a 
number  of  newspapers 
have  discovered 

by  Martha  L.  Stone 

The  ease  at  which  written  material 
can  be  copied  and  distributed  on  the 
Internet  has  made  it  possible  to  steal 
copyrighted  works  in  staggering  propor¬ 
tions.  While  copyright  regulation  is  evolv¬ 
ing  in  the  courts  and  in  Congress,  the  Web 
and  new  technologies  have  opened  up  the 
floodgates  to  unanswered  legal  questions. 

The  two  main  categories  of  copyright 
claims  are  theft  of  media  companies'  work 
and  theft  of  individuals’  work.  Problem  is, 
there’s  a  rampant  mind-set  on  the  Internet 
that  anything  on  the  Web  is  there  for  the 
taking,  a  notion  harkening  back  to  the 
beginnings  of  the  Web  when  information 
was  shared  freely. 

So  far,  these  noteworthy  copyright 
actions  have  begun  to  shape  copyright  law 
in  the  Internet  era: 

TotalNEWS.  In  1996,  Dow  Jones  & 
Co.  Inc.,  Cable  News  Network  Inc., 
Times-Mirror  Co.,  The  Washington  Post 
Co.,  Time  Inc.  and  Reuters  New  Media 
Inc.  sued  TotalNEWS  for  perceived  copy¬ 
right  and  trademark  infringement.  The 
TotalNEWS.com  Web  site  was  “framing” 
stories  from  these  news  Web  sites.  A  con¬ 
troversial  practice,  “framing”  is  when  one 
site  takes  content  directly  from  another 
site  but  surrounds  it  with  its  own  Web 
page  and  advertisements. 

The  case  was  settled  out  of  court  in 
1997  when  TotalNEWS  agreed  to  stop 
framing  the  dozens  of  Web  sites  repre¬ 
sented  by  the  six  media  giants.  Since  the 
court  never  ruled  on  the  case,  legal  ques¬ 
tions  about  the  legality  of  frames  linger. 

Tasini  vs.  The  New  York  Times.  In  this 
ongoing  case,  a  number  of  freelance  writ¬ 


ers  objected  to  their  work  being  repurposed 
in  electronic  forms  beyond  print.  The  court 
confirmed  that  freelancers  do  not  relin¬ 
quish  rights  to  their  work  when  they  sell  a 
story,  but  the  court  shot  down  the  writers’ 
contention  that  republishing  printed  works 
on  CD-ROM  or  on  Lexis-Nexis  is  a  viola¬ 
tion  of  copyright  law.  The  latter  point  is 
awaiting  judgment  on  appeal. 

Jonathan  Tasini,  president  of  the 
National  Writer’s  Union  (www.nwu.org) 
in  New  York,  represents  4.800  freelance 
writers  worldwide  on  copyright  issues. 
“Writers  simply  want  their  fair  share;  a 
simple  right  of  commerce  is  being  denied 
us  in  our  work.”  Tasini  says. 

“Most  freelance  authors  are  facing 
signing  away  their  rights  in  perpetuity.  In 
my  mind,  that  is  motivated 
by  greed.  The  framers  of  the 
Constitution  did  not  have  in 
mind  that  Time  Warner,  Bill 
Gates  or  The  New  York  Times 
have  the  rights  to  the  work.” 

But  the  attorney  for  the 
Times  says  the  case  is  very 
narrow  in  its  application  — 
it  only  addresses  whether 
the  republication  of  stories 
is  a  revision  of  publication 
in  its  original  form  or  not. 

“It’s  not  a  back  door  to  syn¬ 
dication  rights,”  says  Bruce 
Keller,  a  copyright  lawyer  in  Bruce  P.  Ke 
the  New  York  firm  Debe-  of  Debevois 
voise  &  Plimpton.  A  leading 
copyright  attorney,  Keller  also  represent¬ 
ed  the  six  media  companies  in  the 
TotalNEWS  case. 

Another  heated  debate  centers  on 
whether  third-party  information  aggrega¬ 
tors  on  the  Web  have  the  right  to  take  free¬ 
lance  writers’  work  and  sell  it.  The 
National  W'riter’s  Union  has  warned 
NorthemLight.com  to  stop  selling  inde¬ 
pendent  writers’  works  in  their  “Special 
Collection,”  or  face  the  consequences. 
Northern  Light  charges  users  $3  per  arti¬ 
cle  from  their  collection  of  thousands  of 
articles. 

“They  continue  to  deny  that  what  they 


Bruce  P.  Keller,  partner 
of  Debevoise  &  Plimpton 


are  doing  is  improper;  we  don’t  agree  with 
them,”  Tasini  says.  “We  continue  to  evalu¬ 
ate  our  options.  We  have  not  forgotten 
Northern  light.”  Tasini  adds  that  legal 
action  is  being  considered. 

Infinity  Broadcast  Corp.  vs.  Wayne 
Kirkwood  (Media  Dial-Up).  In  this  case, 
Keller  represented  Infinity  (now  CBS) 
against  Kirkwood,  whose  Media  Dial-Up 
enabled  users  to  listen  to  remote  radio 
broadcasts  over  the  telephone.  In  a  July 
ruling,  the  U.S.  Court  of  Appeals  second 
circuit  reversed  an  earlier  ruling,  saying 
Media  Dial-Up  violated  the  Fair  Use 
Doctrine  of  the  Copyright  Act.  The  Fair 
Use  Doctrine  is  a  set  of  exceptions  to 
copyright  code,  including  use  of  copy¬ 
righted  materials  in  educational  institu¬ 
tions  and  limited  excerpts  of  works,  such 
as  titles  or  snippets  of  information. 

“You  cannot  take  valuable  program¬ 
ming,”  Keller  says.  “If  Kirkwood  was 
right,  the  entire  broadcast  business  would 
be  threatened.” 

Free  Republic.  The  recent  suit  by  the 
Los  Angeles  Times  and  The  Washington 
Post  against  the  Free  Republic  Web  site  is 
another  important  fair  use 
case.  Free  Republic  publish¬ 
es  a  politically  conservative 
site  devoted  to  discussion 
and  information  about  polit¬ 
ical  corruption  and  media 
coverage  of  events.  The 
Times  and  Post  recently  sued 
the  one-man  site,  saying 
their  articles  are  being  stolen 
and  republished  in  their 
entirety  on  Free  Republic  on 
a  routine  basis. 

But  owner  Jim  Robinson 
disagrees,  saying  the  articles 
jr,  partner  are  posted  for  political 
&  Plimpton  forum  purpo.ses,  like  a  virtu¬ 
al  town  meeting.  Robinson 
says  he  is  entitled  to  post  articles  under 
Fair  Use.  Brian  Buckley,  a  Los  Angeles 
lawyer  representing  Robinson,  says  a 
court  date  is  expected  for  March  or  April, 
but  he  hopes  for  a  summary  judgment 
based  on  the  Fair  Use  argument. 

Keller  doesn’t  agree  with  the  Fair  Use 
argument.  “1  read  the  complaint,”  he  says. 
“(The  Times  and  Post)  wouldn’t  care  if 
Free  Republic  linked  over  to  their  articles. 
But  Robinson  posts  them  on  his  site.  We 
cannot  turn  a  blind  eye  to  massive  copy¬ 
right  infringement.” 

As  for  the  future  of  copyright,  the 
Internet  has  made  it  significantly  easier  to 


44 


EDITOR  &  PUBLISHER  /  DECEMBER  12.  1998 


www.mecliainfo.com 


'  I  I  j  r.m' .’i  =1  ^ 


DIGITAL  HOW-TO 


steal  works.  “Every  day  there’s  a  new 
intellectual  property  issue  to  advise 
clients  on  ”  Keller  says.  “The  Internet  has 
made  possible  the  use  of  copyrighted 
materials  on  a  scale  that  was  previously 
unimaginable.” 

He  adds  that  the  distribution  power  of 
the  Web  is  a  quantum  leap  over  print  and 
other  media.  “This  makes  it  impossible  to 
predict  with  accuracy  how  to  strike  the 
proper  balance  of  rights.” 

Meanwhile,  since  late  October’s  pas¬ 
sage  of  the  Digital  Millennium  Copy¬ 
right  Act  of  1998,  librarians  and  acade¬ 
mics  —  the  primary  beneficiaries  of  the 
fair  use  provisions  —  have  debated 
whether  the  law  advances  or  restricts 
information  to  be  copied  and  distributed, 
Keller  says.  Time  will  tell;  the  law  takes 
effect  in  early  2000. 

Stone  teaches  New  Media  & 
Technology  at  Roosevelt  University  in 
Chicago,  and  writes  frequently  for 
Editor  &  Publisher. 

Online  group  is 
taking  shape 

An  organizing  committee  met  last 
week  in  Chicago  to  form  the  Online  News 
Association,  a  professional  group  for 
online  journalists.  For  information,  con¬ 
tact  Rich  Jaroslovsky  (richj(g)interac- 
tive.wsj.com),  managing  editor  of  The 
Wall  Street  Journal  Interactive  Edition. 


Using  demographics 
to  inform  readers 

Two  Web  sites  can  help  reporters  classify  and 
define  neighborhoods  with  detailed  information 


by  Charles  Bowen 

Nothing  fascinates  readers  more  than 
reading  about  themselves.  With 
carefully  targeted  demographics, 
you  can  tell  your  readers  a  lot  about  their 
neighborhoods.  Smart  number-crunching 
has  always  been  with  us.  but  it  used  to  cost 
big  bucks  to  get  such  detailed  information, 
particularly  if  your  readership  is  in  a  part 
of  the  country  that  is  not  usually  under  the 
microscope  of  big  business  or  big  govern¬ 
ment.  Now,  though,  through  a  pair  of  pow¬ 
erful  Web  sites,  you  can  get  a  variety  of 
free  facts  and  figures  and  zero  in  on  spe¬ 
cific  ZIP  code  areas. 

With  a  few  minutes  of  research,  a 
reporter  can  use  the  sites  to  produce  sta¬ 
tistical  snapshots  of  each  neighborhood. 
For  example: 

•  The  median  household  income. 

•  The  population  breakdown  by  race 
and  gender. 

•  The  home  values  in  the  area. 

•  The  average  rent  paid. 


With  a  little  more  research,  the  writer 
can  pull  out  original  Census  Bureau 
reports  on  everything  from  car  ownership 
and  commute  time  to  work  to  education 
levels  and  the  number  of  homes  in  which 
English  is  spoken. 

To  start  the  work,  visit  the  CACI’s 
Marketing  Systems  Group  Web  site  at 
demographics.caci.com/free_menu.html. 
On  the  resulting  page,  click  on  the  link 
labeled  “Sample  Demographic  and 
ACORN  Data.”  On  the  next  screen,  enter 
a  ZIP  code  in  the  data  entry  box  and  click 
on  the  Find  my  ZIP  button.  (If  you  don’t 
know  the  ZIP  code  of  the  area  you  are 
researching,  use  the  site’s  link  to  the  U.S. 
Postal  Service’s  ZIP  code  lookup  system.) 

In  a  moment,  the  site  lists  general  demo¬ 
graphics.  including  the  latest  population 
and  household  figures,  breakdowns  by  race 
(white,  black,  Asian  and  other)  and  by  gen¬ 
der  and  income,  home  value  and  average 
rent.  The  chart  provides  two  columns,  one 
with  the  data  for  that  ZIP  code  area  and  the 
second  providing  the  national  figures. 
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Also  interestingly,  CACI  reports  its 
ACORN  (A  Classification  of  Residential 
Neighborhoods)  summary  for  the  region. 
Providing  additional  insight,  the  report 
makes  observations.  A  sample:  “This 
rural,  slightly  older  and  family-oriented 
market  is  the  largest  consumer  market.” 

For  a  broader  collection  of  targeted  sta¬ 
tistics,  go  to  the  source  of  all  U.S.  numbers, 
the  U.S.  Census  Bureau  itself,  and  its  pow¬ 
erful  U.S.  Gazetteer  feature.  To  do  that,  visit 
the  Census  Bureau  (http://www.ceasus.gov) 
and,  on  the  introductory  page,  click  on  the 
option  that  enables  you  to  search.  On  the 
subsequent  screen,  select  the  Place  Search 
link,  which  lets  you  look  up  facts  and  fig¬ 
ures  by  place  name  or  by  ZIP  code. 

The  next  screen  prompts  you  to  enter  a 
city  or  county  name,  a  state  or  a  specific 
ZIP  code.  The  site  then  gives  an  overview 
of  that  region,  including  the  population 
and  map  coordinates.  Click  on  the  associ¬ 
ated  link  to  see  the  latest  census  data  on 
file  for  this  region. 

Next,  the  site  lists  scores  of  data  tables 
available  for  this  region,  ranging  from 
general  population,  families  and  house¬ 
holds  to  data  relating  to  martial  status, 
transportation,  education,  ancestry,  em¬ 
ployment  and  income.  Scroll  the  list, 
clicking  checkmarks  beside  each  report 
you  wish  to  view,  then  click  on  the  Submit 
button  to  view  the  actual  figures. 

Here  are  some  other  considerations  for 
using  these  sites  in  your  reporting: 

1.  Data  in  the  sites  begins  with  the  U.S. 
Census  Bureau  reports,  but  the  CACI  site 
offers  more  recent  estimates.  CACI’s  data 
is  revised  annually  using  assorted  projec¬ 
tions.  For  instance,  the  sample  reports  list 
1998  population  figures,  updates  of  which 
reflect  not  only  population  change  through 
1997,  but  also  revisions  in  the  time  series  of 
county  population  estimates  for  1991-%. 

2.  For  household  income  estimates, 
CACI  uses  assorted  government  reports, 
including  those  from  the  Bureau  of  Eco¬ 
nomic  Analysis,  the  U.S.  Commerce  De¬ 
partment,  the  National  Planning  Associa¬ 
tion  Data  Service  and  the  U.S.  Census 
Bureau. 

3.  The  official  Census  Bureau  site,  with 
its  more  varied  collection  of  stats,  also  can 
be  easily  browsed.  Click  the  Subjects  A-Z 
icon  on  the  introductory  page  to  see  a  list 
of  reports,  tables  and  press  releases  on  top¬ 
ics  displayed  in  alphabetical  order.  IB 

Bowen  is  a  West  Virginia  journalist 
I  and  a  30-year  veteran  of  newspapers. 
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after  columnist’s  plea 


Publisher  considers 
region’s  history  of 
black  lung  disease 
and  decrees  ban  after 
two  days  of  consultation 

by  Joe  Nicholson 

The  Times  Leader  of  Wilkes-Barre, 
Pa.,  banned  tobacco  ads  last  week 
following  a  plea  from  star  colum¬ 
nist  Steve  Corbett,  who  claimed  cigarette 
smoking  was  “directly  related”  to  the 
deaths  of  his  mother  and  father. 

Corbett's  father  James,  a  highly  deco¬ 
rated  Pennsylvania  state  trooper,  died  last 
year  and  his  mother  Dorothy,  a  homemak¬ 
er,  died  10  years  ago,  and  Corbett  said  that 
seeing  a  recent  full-page  color  ad  in  his 
newspaper  for  Kool  Natural  Lights  made 
"the  wheels  start  going  in  my  brain.” 

A  smoker  himself  for  20  years  before  he 
shook  the  habit,  Corbett  said  he  became 
enraged  by  the  ad’s  promise,  “You’ll  enjoy 
the  perfectly  balanced  taste.” 

“You  want  halancecfl  I’ll  give  you  bal¬ 
anced,"  wrote  Corbett  in  a  column  last 
week. 

“My  father  was  balanced  when  he  died 
—  perfectly  balanced  between  the  front 
and  back  of  a  cold  metal  coffin  that  held 
his  lung  cancer-ridden  body,”  he  recalled. 
“My  mother  wasn’t  so  lucky,”  he 


added.  “The  last  time  I  saw  her  conscious 
before  she  died,  her  left  eye  was  totally  off 
center  from  the  shock  of  the  first  of  two 
massive  strokes. . .  .” 

Corbett  told  his  newspaper’s  president 
and  publisher,  Mark  Contreras,  “You  and 
me  got  to  talk,  boss.” 

They  met  for  drinks,  as  they  had  peri¬ 
odically,  at  the  bar  of  nearby  Martini 
restaurant.  Corbett 
conceded,  “I  expect¬ 
ed  that  selling  him  on 
the  idea  of  banning 
tobacco  advertising 
would  be  like  trying 
to  pry  raw  meat  from 
a  wolf’s  jaws.” 

But  Contreras  was 
ready  to  listen.  He 
knew  the  region’s 
painful  history  of 
black  lung  disease 
among  coal  miners, 
and  he  was  con¬ 
cerned  about  under¬ 
age  teenagers  he  saw 
smoking  each  morning  when  he  parked 
his  car  in  the  Times  Leader'^  lot,  which 
adjoins  Coughlin  High  School. 

Recalling  the  bar-stool  conversation, 
Corbett  said,  “I  could  see  the  door  was 
open,  and  I  decided  I  would  move  right 
through.” 

Contreras  told  E&P  he  admires  Cor¬ 
bett’s  “integrity  and  passion”  and  added, 
"A  little  bit  more 
than  half  the  time  I 
agree  with  him 
strongly.” 

A  spokesman  for 
the  company  that 
makes  Kool  Natural 
Lights  said  the  ads 
are  not  designed  to 
appeal  to  underage 
youths  —  or  even 
adults  who  are  non- 
smokers. 

“The  purpose  of 
advertising  is  to  try 
to  build  brand  loyal¬ 
ty  and  to  try  to  get 


smokers  of  competitive  brands  to  switch 
to  yours,”  said  Joe  Helewicz,  vice  presi¬ 
dent  for  public  affairs  of  Brown  & 
Williamson,  the  Louisville-based  compa¬ 
ny  that  makes  Kool  Natural  Lights. 

Helewicz  said  people  do  not  start 
smoking  cigarettes  as  a  result  of  ads  — 
despite  the  contention  of  cigarette  critics 
that  the  tobacco  makers  view  the  “minors 
market”  as  their  “fu¬ 
ture  market.” 

“I’ll  bet  you  100 
of  100  people  (who 
start  smoking)  will 
say,  ‘I  was  at  a  party, 
and  I  was  with 
friends.’  It  was  a 
peer-type  situation.  I 
don’t  know  anyone 
who  saw  an  ad  and 
said,  ‘I’ll  take  up 
smoking,”’  said 
Helewicz. 

Moreover,under- 
age  smoking  has 
been  increasing 
“year  after  year”  in  Scandinavian  coun¬ 
tries  that  ban  all  forms  of  tobacco  ads,  said 
Helewicz. 

Asked  about  tobacco  critics  who  ques¬ 
tion  the  sincerity  of  the  manufacturers’ 
anti-smoking  efforts,  Helewicz  said, 
“People  are  going  to  believe  what  they 
want  to  believe.” 

A  spokesman  for  the  industry’s 
Tobacco  Institute  said,“We’re  not  doing 
anything  wrong.  We  sell  a  legal  product  to 
an  adult  audience.” 

Spokesman  Tom  Lauria  added  newspa¬ 
pers  that  “censor  commercial  speech” 
have  an  obligation  "to  explain  why  their 
readers  are  unable  to  interpret  these  com¬ 
mercial  messages  for  themselves.” 

In  Wilkes-Barre,  Contreras  sptent  two 
days  consulting  five  executives  and  man¬ 
agers,  including  his  ad  director.  “I  consid¬ 
ered  that  we  would  be  taking  in  less  rev¬ 
enue,”  said  Contreras,  “and  I  specifically 
requested  that  I  not  know  the  number 
'oefore  we  made  the  decision.” 

Contreras  said  smoking  ad  revenue  has 
been  “erratic,”  but  declined  to  provide  fig- 
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“You  want  balanced?  I’ll 
give  you  balanced. . . . 
My  father  was  balanced 
when  he  died  —  perfectly 
balanced  between 
the  front  and  back  of  a 
cold  metal  coffin. . . .’’ 

—  Steve  Corbett, 

Times  Leader  columnist 
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ures  for  ad  revenue  or  tobacco 
ad  revenue,  citing  competitive 
factors. 

W  ^  When  Contreras  revealed  his 
r  decision  at  a  semi-annual  meeting 
with  130  company  employees  at  a  rented 
ballroom  of  Genetti's  Hotel,  he  said  there 


was  “spontaneous  applause.” 

An  encouraged  Corbett  said  he  will 
continue  his  crusade  with  his  newspaper’s 
parent,  Knight  Ridden  As  a  stockholder, 
he  plans  to  propose  a  resolution  at  Knight 
Ridder’s  next  stockholder  meeting  sug¬ 
gesting  Knight  Ridder  papers  institute 
their  own  bans. 


“It  shows  people  that  newspapers  do 
have  credibility,”  he  declared.  “If  we  don't 
weigh  in  on  the  big  issues,  then  we’re  not 
doing  our  job.” 

But  the  owners  of  a  Wilkes-Barre 


tobacco  shop  who  have  placed  several  ads 
in  the  Times  Leader  took  a  different  view. 


“Threats  to  freedom  of  speech  are  far 
greater  than  any  damage  the  offending 
speech  might  cause,”  said  Richard 
Manning,  whose  store,  El  Humidor,  sells 
cigars  and  imported  cigarettes.  “It’s  one 
group  of  people  editing  for  the  public,” 
said  Manning’s  wife  and  co-owner 
Melanie,  who  added  that  the  ban  was  not 
surprising  considering  the  controversy 
about  cigarettes. 

Because  parent  Knight  Ridder  gives 


Tobacco  ad  bans 

Prior  to  the  ban  imposed  last  week  by 
The  Times  Leader  of  Wilkes-Barre, 
Pa.,  the  1998  Editor  &  Publisher  Inter¬ 
national  Year  Book  listed  35  U.S.  and 
Canadian  dailies  with  similar  prohibi¬ 
tions. 

The  U.S.  dailies  are:  The  Daily 
Dispateh,  Douglas,  Ariz.;  De  Queen 
Daily  Citizen,  De  Queen.  Ariz.;  Sun 
Herald,  Port  Charlotte,  Fla.;  The  Daily 
Journal,  Kankakee,  Ill.;  Star-Courier, 
Kewanee,  Ill.;  The  Daily  Times,  Ottawa, 
111.;  The  Rock  Island  Ar^us,  Rock  Island, 
111.;  News-Banner,  Bluffton,  Ind.; 
Chesterton  Tribune,  Chesterton,  Ind.; 
The  News-Sun,  Kendallville,  Ind.;  The 
Hawk  Eye,  Burlington,  Iowa;  The 
Newton  Kansan,  Newton,  Kan.;  The 
Salina  Journal,  Salina,  Kan.;  Bangor 
Daily  News,  Bangor,  Maine;  The 


executives  of  his  ban. 

Contreras  said  it  may  not  be  possible  to 
eliminate  tobacco  ads  from  coupons  pro¬ 
vided  by  an  outside  company  or  from 
Parade  magazine,  which  is  part  of  his 
Sunday  edition.  He  planned  to  call 
Parade  to  inquire. 

Parade  chairman  and  publisher  Carlo 


Contreras  and  its  other  publishers  autono-  Vittorini  said:  “1  get  letters  every  week 
my  on  such  decisions,  he  did  not  tell  chain  I  from  readers.  For  health  reasons  they 


Christian  Science  Monitor,  Boston. 
Mass.;  The  News,  Southbridge,  Mass.; 
The  Daily  News,  Greenville,  Mich.; 
Petoskey  News-Review,  Petoskey,  Mich.; 
The  Berlin  Reporter,  Berlin,  N.H.;  The 
Daily  Standard,  Celina,  Ohio;  The 
Columbus  Dispatch,  Columbus,  Ohio; 
The  Sidney  Daily  News,  Sidney,  Ohio; 
Argus  Observer,  Ontario,  Ore.;  Butler 
Eagle,  Butler,  Pa.;  Dalhart  Daily  Texan, 
Dalhart,  Texas;  The  Deseret  Nch’s,  Salt 
Lake  City,  Utah;  The  Seattle  Times, 
Seattle,  Wash.;  The  Spokesman-Review, 
Spokane,  Wash.;  Walla  Walla  Union- 
Bulletin,  Walla  Walla,  Wash.;  and  Ya¬ 
kima  Herald-Republic,  Yakima.  Wash. 

The  Canadian  dailies  are;  The  Daily 
Gleaner,  Fredericton.  N.B.;  The  Brock- 
ville  Recorder  and  Times,  Brockville, 
Ont.;  The  Ottawa  Citizen,  Ottawa,  Ont.; 
The  Globe  and  Mail,  Toronto,  Ont.;  and 
The  Gazette,  Montreal,  Que. 


object.  It’s  understandable.  But  as  long  as 
the  advertising  is  legal,  we  (would  be)  in  a 
sense  violating  the  First  Amendment  by 
censoring  them.  Now  you  could  argue  that 
we  don’t  take  pornographic  advertising, 
but  that’s  a  different  evaluation.” 

Vittorini  said  he  has  not  yet  heard  from 
Contreras,  but  he  has  been  called  by  a 
dozen  or  so  other  publishers  who  inquired 
about  his  policy  on  tobacco  ads. 


100%  quality  guarantee 
Many  new  models  and 

accessories  I  p|  S 

Competitive  pricing  ■ 

Discounted  transport  rates  P  IjSST" 

Large  inventory,  same  day  |||||0  ^ 
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Innovative  signage  at 
affordable  prices 

^  MODEL  #DN353 

Volume  discounts  35”H  x  36"W  x  14 

“PROVEN  SINGLE  COPY  SALES  INCREASES 


Many  of  them,  he  said,  stated  they  were 
trying  to  determine  what  their  own  policy 
should  be.  Most  publishers,  he  added,  do 
not  seek  to  impose  their  philosophy  on 
Parade. 

LUNG  DISEASE  HISTORY 

“We  manufacture  on  virtually  a  nation¬ 
al  basis.  The  smallest  run  we  do  is  mil¬ 
lions  of  copies.  To  break  into  one  market 
has  a  severe  financial  impact.”  he  said. 

Of  343  newspapers  where  Parade 
appears,  only  the  magazine  in  The  Seattle 
Times/Seattle  Post-Intelligencer,  is  shorn 
of  tobacco  ads. 

“We  print  Seattle  as  its  own  version 
because  it  is  a  very  large  paper.  We  were 
able  to  accommodate  it.  and  we  thought  it 
was  reasonable,”  said  Vittorini,  who 
added,  “we  don’t  discuss  financial 
arrangements”  that  the  Seattle  exception 
might  involve. 

Contreras  will  not  be  challenging  any 
other  publishers  to  emulate  his  ban  ads. 
Wilkes-Barre’s  history  of  lung  disease 
made  a  ban  there  “an  important  issue  for 
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W  #  y  our  community,”  he  said. 

willing  to  step  over 
the  line  and  say  this  is  an  issue 
^  that  every  community  has  to 
^  deal  with.” 

Philip  Morris’  cail 

Philip  Morris,  the  nation’s  biggest 
tobacco  maker  and  creator  of  the  adoles¬ 
cent-pleasing  macho  pitch  of  the 
Marlboro  Man,  is  spending  $100  million 
to  warn  young  people  not  to  smoke  ciga¬ 
rettes. 

A  company  statement  said  it  is  seeking 
"to  bring  youth  smoking  incidence  down.” 

The  tobacco  maker’s  anti-smoking  ads 
are  aimed  at  children  between  10  and  14, 
said  Philip  Morris  spokesman  Brendan 
McCormick.  Most  will  be  on  TV;  some 
may  appear  in  newspapers. 

The  campaign  began  last  week  when 
Philip  Morris  used  its  name  in  TV  ads  for 
the  first  time  since  broadcast  cigarette  ads 
were  banned  in  1971. 

The  industry  recently  agreed  to  pay 
$206  billion  to  settle  claims  by  46  states, 
the  District  of  Columbia  and  five  U.S.  ter¬ 
ritories  for  treating  patients  with  tobacco- 
related  illnesses. 

Some  critics  contend  Philip  Morris’ 
campaign  is  designed  to  give  the  industry 
a  better  image  and  help  head  off  efforts  in 
Congress  to  enact  anti-tobacco  laws. 

McCormick  retorted,  “We’re  doing  this 
because  it’s  the  right  thing  to  do.” 

Critics  also  question  whether  the  cam¬ 
paign  could  be  counterproductive. 

“If  you  want  kids  to  start  smoking,  the 
most  effective  way  is  to  tell  kids  they 
shouldn’t  smoke,”  argued  anti-smoking 
activist  Bill  Godshall  of  Smokefree 
Pennsylvania.  “It  only  makes  kids  curi¬ 
ous.” 

Matthew  Meyers,  of  the  Campaign  for 
Tobacco  Free  Kids,  suggested  Philip 
Morris  could  best  reduce  underage  smok¬ 
ing  by  dumping  its  Marlboro  Man. 

He  says  the  macho  cowboy  is  a  big  rea¬ 
son  why  60%  of  youngsters  who  start 
smoking  choose  Marlboro. 

In  their  settlement,  the  industry  agreed 
to  drop  cartoon  characters,  but  refused  to 
give  up  human  figures  like  the  Marlboro 
Man. 

Asked  if  dumping  the  Marlboro  Man 
would  be  the  best  way  to  discourage 
underage  smoking,  McCormick  replied, 
“Most  experts  agree  the  most  effective 
way  to  reduce  youth  smoking  is  through  a 
comprehensive  approach  which  includes 


education,  community  restrictions  on 
access  and  community  action.” 

Meanwhile,  tobacco  moved  onto  the 
global  stage. 

j  The  World  Health  Organization  held  a 
•  Dec.  4  meeting  in  Vancouver  to  draw  up 
plans  for  worldwide  restrictions  on  tobac¬ 
co  promotion. 

Health  experts  from  18  countries  and 
the  U.N.  agency  called  for  the  world’s 


health  ministers  to  decide  in  May  whether 
to  pursue  a  global  treaty  to  gradually  cut 
tobacco  use.  The  world  has  an  estimated 
1.2  billion  smokers. 

The  health  experts  called  for  quick 
action  before  Big  Tobacco  mounts  a  coun¬ 
teroffensive,  according  to  Reuters. 

A  spokesman  for  the  Tobacco  Institute 
declined  comment  on  the  WHO  develop¬ 
ments.  HI 
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by  David  Astor 


were  giving  the  rodent  the  ride  of  his  life 
before  feeding  it  to  a  pet  snake. 

A  kid  at  the  school  told  Benson  that  a 
boy  leaving  on  a  bike  might  be  holding 
the  mouse.  So  the  “coptoonist”  followed 
the  cyclist  in  his  patrol  car.  As  it  turned 
out,  the  kid  was  holding  a  soda  can,  which 
he  tossed  on  the  ground  before  realizing 
Benson  was  behind  him. 

Whether  it  involves 
giving  a  no-litter  lecture 
or  putting  an  abusive 
husband  in  jail,  Benson 
feels  police  work  helps 
people  and  his  commu¬ 
nity. 

“1  patrol  the  streets  I 
walk  my  dog  on.  I  cruise 
past  the  park  where  my 
children  play,”  says  the 
Gilbert  resident.  “It  really  is  satisfying. 
You’re  involved  in  a  good  civic  cause.” 

Benson  says  he's  been  intrigued  with 
law  enforcement  since  his  1970s  college 
days  at  Brigham  Young. 

“I  had  a  friend  who  was  an  officer  and 
I  used  to  ride  along  with  him,”  recalls  the 
United  Feature  Syndicate  creator. 

But  Benson  was  also  interested  in  edi¬ 


torial  cartooning.  That,  along  with  getting 
married  and  becoming  the  father  of  four  at 
a  young  age,  put  police  dreams  on  the 
back  burner. 

In  1996,  Benson  decided  it  was  now  or 
never.  “I  knew  1  wasn't  getting  any 
younger,  and  I’ve  always  had  the  idea  you 
can  succeed  if  you  focus  on  what  you 
want  to  do,”  says  the  44- 
year-old  creator,  who’s 
Steve  Benson  older  than  most  regular 
Gilbert  police  officers. 

But  how  does  he  find 
time  to  be  a  cop,  car¬ 
toonist,  speaker  and 
president-elect  of  the 
Association  of  American 
Editorial  Cartoonists? 

“I  organize  my  time 
tightly,”  replies  Benson, 
adding  that  he  also  has  some  extra  hours 
to  spare  since  leaving  the  Mormon  church 
five  years  ago. 

Benson  still  works  40  to  30  hours  a 
week  at  the  Republic,  and  has  actually 
upped  his  cartoon  output  from  five  to  six 
since  becoming  a  cop. 

“He’s  on  a  roll,”  observes  Republic  edi¬ 
torial  page  editor  Keven  Willey.  “Steve 
only  needs  to  do 
five  a  week.” 

The  paper  ap- 
_  ^  -  proved  Benson’s  en- 

*’ *  try  into  law  enforce- 

ment,  and  ran  an  ar- 
tide  announcing  it. 
Most 

ed  a 

couple  of  them  won- 
dered  about  a  possi- 
V  ble 

jK  What  happens  if 

the  police  do  some- 
thing  that  might  call 
for 

toon?  Benson 
knowing 
the 

dangers 

makes  him  think 
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When  editorial  cartoonist/police 
officer  Steve  Benson  stops 
motorists  for  traffic  violations, 
the  driver  sometimes  asks  plaintively: 
“What  did  1  do?” 

Benson  is  tempted  to  answer:  “Do  I 
have  to  draw  you  a  picture?” 

But  he’s  never  given  that  wry  reply, 
because  the  self-described  “coptoonist” 
takes  law  enforcement  very  seriously. 
Indeed,  the  Pulitzer  Prize-winning  Arizona 
Republic  staffer  spends  40  to  60  hours  a 
month  as  a  volunteer  policeman  in  Gil¬ 
bert,  a  Phoenix-area  town  of  95,0(X). 

Since  becoming  a  fully  sworn  reserve 
officer  last  year  (after  months  of  grueling 
training),  Benson  has  the  authority  to  wear 
a  Gilbert  Police  Department  uniform, 
carry  a  gun  and  go  out  on  patrol  alone. 
He’s  made  arrests,  rushed  to  the  homes  of 
heart-attack  victims,  and  guarded  the 
scene  where  a  young  child  was  among 
three  killed  in  an  apparent  murder-suicide. 

Benson  has  also  had  lighter  moments, 
such  as  when  he  was  dispatched  to  inves¬ 
tigate  a  mouse  seen  parachuting  behind  an 
elementary  school!  Apparently,  some  kids 


of  The  Arizona 
Republic  takes  aim 
at  both  politicians 
and  criminals. 


'Coptoonist”  Steve  Benson  (wearing  sunglasses)  at  an  accident  scene  earlier  this  year 


ing  them  on  in  print.  But  Benson,  who’s 
also  more  aware  of  instances  where  police 
“could  have  done  better,”  emphasizes  that 
he  still  does  critical  cartoons  when  the  sit¬ 
uation  warrants  it.  He  recalls  one  instance 
where  he  skewered  a  police  department 
near  Gilbert  for  stopping  Hispanic- 
Americans  without  cau.se. 

“Everyone  who  knows  Steve  knows  he 
doesn’t  pull  punches,”  says  Willey.  “That 
has  not  been  a  problem  to  date.” 

She  adds;  “We  encourage  people  at  the 
newspaper  to  be  involved  in  the  communi¬ 
ty.  It  is  a  time  commitment  for  Steve,  but 
he  continues  to  do  the  kind  of  Pulitzer-cal- 
iber  work  he  and  we  expect.” 

Benson  —  who  won  his  Pulitzer  in 
1993  (and  was  a  finalist  four  other  times)  Heart  will  go  on  in  the  new  Universal  comic  strip  by  Mark  Tatulli. 
—  notes  that  being  a  cop  helps  his  car¬ 
tooning  because  it  gives  him  a  stronger 
sense  of  what’s  going  on  in  the  real  world. 

Benson  actually  cartoons  a  little  in  his 
police  work.  For  instance,  he  draws  things 
at  a  crime  scene  to  help  him  remember 
details  when  later  filing  a  report  or  testify¬ 
ing  in  court.  And  Benson  occasionally 
sketches  fellow  officers  while  talking  with 
them  in  the  briefing  room. 

What  do  his  police  peers  think  of 
Benson?  “There  was  some  initial  curioci- 
ty,  if  not  skepticism,”  he  recalls.  “‘We’ve 
got  to  watch  this  guy.  He’s  The  Media.’ 

They  wondered  if  I  was  some  wannabe  in 
a  mid-life  crisis.  But  hopefully  they’ve 
seen  over  time  that  I’m  .serious  and  sin¬ 
cere,  with  no  hidden  agenda.” 

Gilbert  Police  Capt.  Jack  Young  says  he 
and  others  in  the  department  were  “some¬ 
what  surprised  that  a  member  of  the  media 
would  be  intere.sted  in  becoming  a  police 
officer.  We  hadn’t  heard  of  that  before! 

But  Steve  has  been  well-received  and  does 
a  very  good  job  for  us.  We’re  Just  happy  to 
have  him.  It’s  quite  a  commitment  to  be  a 
volunteer  in  law  enforcement.” 

Young  adds,  “I  think  Steve’s  an  excel¬ 
lent  cartoonist.” 

Benson  feels  he  can  be  a  conduit 
between  the  media  and  cops.  He  notes  that 
the  police  legitimately  resent  “bad  apples” 
in  the  press  who  breach  confidentiality  or 
show  little  respect  for  crime  victims.  But 
Benson  adds  that  some  cops  need  to  deal 
with  the  media  better. 

The  cartoonist  —  whose  wife,  Mary 
Ann,  is  president  of  a  citizens’  group  that 
helps  the  Gilbert  police  —  is  a  longtime 
member  of  Arizona’s  media.  With  the 
exception  of  an  18-month  stmt  at  the 
Tacoma,  Wash.,  News  Tribune,  he  has 
worked  for  the  Republic  since  1 980. 
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ctoro  ules  covering  the  holidays  (available  now) 

^^***^^  wlwl  3  Black  History  Month  (available  Jan. 

an  urban  girl  18).  The  interactive  packages  —  for 

online  newspapers  and  other  Web  sites  — 
A  comic  called  “Heart  of  the  City”  is  include  a  gift  guide,  recipes,  electronic 
being  launched  by  Universal  Press  Syn-  postcards,  games,  historical  information, 
dicate.  It  stars  a  girl  named  Heart,  her  best  essays,  audio  and  more. 

friend,  her  working  mom  and  her  nanny.  - - - 

The  daily/Sunday  strip  by  New  Jerseyan 
Mark  who 

for  Lew 


LATS  gets  into 
she  commerce 


The  Los  Angeles  Times  Syndicate  is 
providing  content  to  the  iwomen.net  elec¬ 
tronic  commerce  site,  including  its  new 
column  by  Men  Are  From  Mars,  Women 
Are  From  Venus  author  John  Gray.  The 
recently  founded  iWoman  is  a  privately 
held  firm  based  in  Newport  Beach.  Calif 


NEA  columnist 
dies  at  age  57 

Columnist  Joseph  Spear,  57,  has  died  of 
a  heart  attack  in  Delaware.  The  News¬ 
paper  Enterprise  Association  writer  for¬ 
merly  worked  with  investigative  reporter 
Jack  Anderson  on  “Washington  Merry- 
Go-Round.” 


‘WebPoint’  has 
new  packages 

Tribune  Media  Service  is  offering  new 
versions  of  its  “WebPoint”  content  mod- 
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Flexo  gets  new  plates,  gives 
computer-to-plate  anether  chance 


NAPP  is  working  with  a 
developer  that  already 
has  offset  platesetters 
in  use  at  U.S.  newspapers 

by  Jim  Rosenberg 

Newspaper  flexography  may  have 
but  one  supplier  of  plates,  plate- 
makers  and  cushions,  but  the  lack 
of  competition  —  whatever  its  implica¬ 
tions  for  customers  —  has  not  slowed 
product  development. 

NAPP  Systems  research  director  Dave 
Roberts, brought  a  positive  product  report 
on  plates  to  this  fall’s  Newspaper  Flexo 
User  Group  conference.  He  also  brought 
the  annual  meeting,  hosted  by  Knight  Kid¬ 
der's  Monterey  County  (Calif.)  Herald, 
mixed  news  about  efforts  to  make  com- 
puter-to-plate  technology  work  for  flexo. 

Upon  ending  work  with  British  firm  Zed 
to  design  a  newspaper  flexo  platesetter 
lE&P,  July,  19,  1997,  p.  50),  San  Marcos, 
Calif.-based  NAPP,  a  former  Lee  Enter¬ 
prises  company  and  now  a  division  of 
Polyfibron  Technologies  Inc.,  turned  to 
Canada’s  Cymbolic  Sciences  for  its  digital 
imaging  expertise. 

Like  NAPP’s  former  U.K.  partner, 
Cymbolic  didn’t  get  its  start  in  the  graph¬ 
ic  arts.  Headquartered  in  Blain  (soon  in 
Bellingham),  Wash.,  with  a  factory  in 
Vancouver,  B.C.,  Cymbolic  makes  and 
sells  digital  imagers  for  the  printed  circuit 
board  and  remote  sensing  industries. 

In  recent  years,  it  has  successfully  ap¬ 
plied  its  technology  to  the  direct  output  of 
newspaper  and  commercial  offset  plates, 
with  2-year-old  installations  at  two  U.S. 
dailies  and  an  OEM  agreement  with  Agfa. 

Last  year,  NAPP  finally  got  a  second 
version  of  its  former  platesetter  into  feasi¬ 
bility  tests  at  Lee’s  Decatur,  111.,  Herald  & 
Review,  where  it  delivered  up  to  eight 
plates  per  hour.  (Some  were  run  on  the 
paper’s  KBA  Colormax  single-wide 
press,  though  not.  in  regular  production.) 

The  Zed  imager  initially  was  delayed 
going  into  Decatur  in  part  because  of 


problems  with  the  laser  imaging  head’s 
original  eight-beam  design.  The  machine 
that  was  eventually  installed  used  a  single 
beam,  which  made  for  very  slow  output. 

Also,  it  was  because  the  drum  in  the 
original  design  created  visual  artifacts  and 
because  an  external-drum  machine  would 
not  image  80  plates  per  hour  that  the  pro¬ 
ject  switched  to  an  internal  drum,  with  its 
simpler  optics  and  loading. 

This  September,  NAPP  put  a  modified 
version  of  Cymbolic’s  NewsJet  internal- 
drum  platesetter  into  the  San  Francisco 
Newspaper  Agency’s  Union  City  plant. 
Up  and  running  within  24  hours  of  instal¬ 
lation,  according  to  Roberts,  it  is  now  fin¬ 
ishing  testing  and  debugging. 

Though  the  web  pressmen’s  union  “was 
contesting  it  originally,”  says  Union  City 
pressroom  manager  Bill  Brown,  test  plates 
from  the  platesetter  were  mounted  by  the 
makeready  crew  and  a  minimal  run  of  6(X) 
to  7(X)  copies  was  printed  —  enough  to  ink 
up  the  plates,  then  shut  down  the  press. 
After  NAPP  inspected  the  copies  and 
made  some  software  corrections,  another 
two  plates  were  run  before  tests  were  sus¬ 
pended.  according  to  Brown. 

“It  was  a  not  a  real  good,  true  test  of  the 
plate  itself,”  he 
out 

the  objective 
printability 
comparison  with 

conventional  - -  •  •  . 

plates.  The  ma-  w 
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proven  at  satis- 
factory  produc- 
tion  speeds. 

ning  on  .  .  .  going 
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dred-thousand  or 
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off  laser-exposed  NAPP  System’s  new  p 
plates,  his  only  NewsJet,  modified  ant 
assessment  is  that  laser  and  optical  syst< 


the  platesetter  “looks  very  promising.” 
According  to  Roberts,  NAPP  expects  to 
begin  marketing  the  machines  next  spring. 

NAPP  product  specialist  Edward  J.  Ben¬ 
nett  says  SFNA’s  platesetter  is  equipped 
with  routing  and  spooling  software  to  help 
manage  output  in  a  three-plant,  remote- 
production  environment.  Especially  use¬ 
ful  for  making  late  changes  on  deadline, 
says  Bennett,  the  software  allows  oper¬ 
ators  to  move  pages  in  and  out  of  the  sys¬ 
tem  rather  than  relying  on  someone  in 
another  department  or  location. 

User  group  production  managers  could 
appreciate  the  promised  benefits  of  CTP’s 
direct  exposure  from  page  data  — 
improved  image  fidelity  and  register, 
elimination  of  film  and  chemistry  costs 
and  disposal,  and  reduced  labor,  time  and 
quality  loss  (owing  to  tonal  compression 
in  an  extra  photographic  production  step). 
But  they’re  Just  as  sensitive  to  CTP’s  cost. 

“We’re  probably  looking  at  something 
under  S4()(),()(X).”  Roberts  says  of  the 
imager’s  cost.  That’s  approximately  twice 
the  price  of  a  NewsJet  for  imaging  offset 
plates,  including  a  RIP. 

Unlike  the  NewsJet.  with  its  small  fre¬ 
quency-doubled  green  YAG  laser,  the 


NAPP  System’s  new  platesetter  is  based  on  a  Cymbolic  Sciences 
NewsJet,  modified  and  enlarged  to  accommodate  the  ultraviolet 
laser  and  optical  systems. 
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flexo  platesetter  needs  an  ultraviolet  laser 
to  expose  the  photopolymer  plate.  “The 
laser  alone  adds  almost  $100,000,”  says 
Kai  Wenk-Wolff. 

The  NAPP  president  and  chief  operating 
officer  describes  UV  lasers  as  “big,  com¬ 
plicated  and  power-hungry  devices.”  Nev¬ 
ertheless,  with  care  not  to  raise  undue  ex¬ 
pectations,  Wenk-Wolff  says  research  now 
under  way  to  create  a  solid-state  UV  laser 
could  lead  to  more  economical  products. 
Other  image  recorders  already  use  solid- 
state  lasers,  and  such  technology  already  is 
available  for  UV  wavelengths,  though  not 
necessarily  in  graphic  arts  applications. 
(Barco’s  CDl  platesetters  for  commercial 
flexography  use  a  single-beam,  infrared 
laser  to  selectively  remove  portions  of  the 
integral  mask  layer  of  a  monomer  plate.) 

Besides  the  laser  itself,  the  remainder 
of  the  NAPP  UV  optical  system  and  the 
new  frame  and  cabinet  for  the  much  larg¬ 
er  flexo  imager  contribute  to  the  higher 
price,  according  to  Wenk-Wolff. 

Over  the  long  haul,  however,  the  cost  of 
consumables  looks  better.  In  contrast  to 
digitally  laser-exposed  offset  plates  that 
can  run  to  twice  the  price  of  conventional 
offset  plates,  “our  plan,”  says  Roberts,  “is 
to  have  this  laser  plate  at  the  same  price  as 
the  premium”  NAPPflex  HS  conventional 
plate.  NAPP  executives  say  the  HS  is  priced 
9%  to  10%  higher  than  their  regular  NF  1 . 

While  the  price  of  conventional  flexo 
plates  is  about  three  times  that  paid  for 
conventional  offset  litho  plates,  in  CTP 
applications,  NAPP’s  digital  flexo  plate  is 
less  than  twice  the  price  of  the  average 
digital  offset  plate,  according  to  Wenk- 
Wolff.  And  digital  offset  plates  cost  about 
twice  as  much  as  conventional  offset  plates. 

But  whether  comparing  conventional  or 
digital  plates  for  the  two  printing  process¬ 
es,  flexo  proponents  point  to  a  big  advan¬ 
tage  that  helps  balance  consumables  costs. 

Of  the  difference  between  flexo  and 
offset  plate  prices,  Wenk-Wolff  says,  “You 
save  more  than  that  in  paper  savings.  .  .  . 
Typically,  our  customers  save  between  two 
and  three  percent  on  paper  by  going  to 
flexo  instead  of  offset.”  Even  a  compara¬ 
tively  small  number  of  copies  saved  from 
start-up  waste,  he  adds,  can  amount  to 
rather  large  waste-reduction  percentages 
for  small-circulation  newspapers. 

The  NAPPdirect  plates  being  used  with 
the  Cymbolic  platesetter  measure  27"  x 
37"  (two  singles  or  a  double  truck).  The 
platesetter  images  them  at  l.(M)0  and 
2,000  dpi,  and  Roberts  reports  that  an 
upgrade  next  year  will  offer  variable  reso¬ 


lution.  No  bump  exposure  is  required  and 
the  unit  supports  pin  registering. 

The  system  is  driven  by  a  Harlequin 
RIP,  but  will  work  work  with  other  man¬ 
ufacturers’  RIPs  since  Cymbolic  opened 
its  system  last  year.  The  machine’s 
Harlequin  RIP  gives  platemakers  control 
of  dot  size  and  other  attributes  and  it  fea¬ 
tures  bitmap  archiving  for  fast  page 
remakes.  Bennett  said  the  RIP  is  included 
because  most  who  replace  an  imagesetter 
or  platesetter  also  will  upgrade  to  a  new 
RIP  at  the  same  time. 

NAPP  now  aims  for  60-plate-per-hour 
speed,  and  Roberts  predicts  that  “we’ll 
soon  be  able  to  do  80  plates.”  Reaching  80 
can  only  be  accomplished  through  faster 
exposure,  requiring  either  a  more-powerful 
laser  or  a  more-.sensitive  plate  because  no 
time  can  be  shaved  from  overhead  such  as 
loading,  unloading  and  plate  processing. 

The  same  processor  can  handle 
NAPPdirect  laser  and  NAPPflex  conven¬ 
tional  plates,  including  the  HS  versions. 

NAPP  now  has  an  HS  III  silver-based 
conventional-exposure  plate.  The  HS  line 
is  designed  to  better  hold  highlight  dots 
(for  superior  halftones  and  vignettes),  give 
smoother  solids  and  improve  laydown. 
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KODAK  POLYCHROME 
GRAPHICS 

JOHN  S.  ROBINSON  was  appointed 
senior  vice  president,  film  and  digital 
products,  with  worldwide  responsibility 
for  the  graphic  arts  film,  color  proofing 
and  color  management  businesses  and 
management  of  business  development  and 
alliances.  Robinson  most  recently  was  an 
Eastman  Kodak  manufacturing  manager 
in  the  United  Kingdom  and  worldwide 
graphic  arts  production  manager. 

PRINTING 

DEVELOPMENTS  INC. 

COREY  MEITCHICK,  a  former  Ko¬ 
dak  Polychrome  Graphics  regional  cus¬ 
tomer  solutions  manager,  joined  Printing 
Developments  Inc.,  Racine,  Wis.,  as  man¬ 
ager  of  sales  representatives  for  all  states 
east  of  the  Mississippi  River,  except  Illi¬ 
nois,  where  former  American  Color 
Graphics  technical  manager  JEFF  BED¬ 
ELL  now  handles  sales.  His  earlier  posi¬ 
tions  with  Kodak  Polychrome  and  Poly¬ 
chrome  Corp.  included  film  marketing 
manager  and  technical  services  director. 


Roberts  reports  five  customers  so  far.  The 
oldest,  Britain’s  Associated  Newspapers 
—  the  first  major  test  site  and  the  world’s 
largest  flexo  newspaper  printer  —  has 
shifted  more  than  50%  of  plate  use  to  the 
new  high-speed  product. 

With  the  HS  II  plate’s  shorter  exposure 
time,  however,  one  second  becomes  a 
greater  percentage  of  the  total  time,  there¬ 
fore  providing  operators  with  less  expo¬ 
sure  latitude.  In  the  new  HS  III,  NAPP 
gives  up  a  little  of  that  speed  to  give  back 
a  little  more  latitude.  The  plate,  Roberts 
adds,  also  is  a  little  less  tacky. 

Though  the  sole  supplier  of  flexo  news¬ 
paper  plates,  Polyfibron,  has  NAPP’s 
solid  plates,  the  old  Grace  Letterflex  liq¬ 
uid  technology,  its  new  NAPPdirect  laser 
plate  and  areas  of  continuing  re.search. 

With  a  commercial  user,  says  Bennett, 
NAPP  has  been  testing  “a  new  flexo  poly¬ 
mer  .  .  .  which  we  hope  will  provide 
enhanced  dot-holding  capability”  for 
printing  finer  screens.  And  the  company 
has  evaluated  the  possibility  of  modifying 
the  “Flexlite”  solid  packaging  plate  for 
newspaper  use.  In  spite  of  such  drawbacks 
as  its  polyester  base,  he  says,  “we  haven’t 
totally  given  up.”  ■■ 


E<S?P  BRIEFS 


USA  Today 
tests  CTP 

Gannett  Supply  Corp.  will  beta  test 
computer-to-plate  output  for  USA  Today 
using  simultaneous  satellite  transmis¬ 
sions  from  its  Rosslyn,  Va..  hub  to  three 
remote  printing  plants  equipped  with 
platesetters. 

Gannett  signed  a  letter  of  intent  with 
Pitman  Co.,  Totowa,  N.J.,  for  the  supply 
of  hardware  and  software  to  transmit 
compressed  page  elements,  software  to 
manage  workflow  and  recorders  to  output 
plates. 

The  system  will  use  PC  and  network 
hardware  from  Intergraph  Corp.,  Agfa’s 
Intellinet  NewsFlow  software  and  Polaris 
platesetter  and  two  Barco  Gerber  plate¬ 
setters.  Pitman  will  install  the  platesetters 
and  their  supporting  electronics. 

According  to  USA  Today  operations 
vice  president  Ken  Kirkhart,  the  test  con¬ 
cludes  a  three-year  evaluation  of  CTP, 
and  if  successful,  may  lead  to  conversion 
of  all  33  domestic  print  sites  by  next  fall. 
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Agfa  Thermostar 

The  Bayer  Corp.’s  Agfa  Division, 
Ridgefield  Park,  N.J.,  now  offers  Ther¬ 
mostar  direct-output  plates.  Introduced  for 
the  thermal  version  of  Agfa’s  own  Galileo 
platesetter,  the  positive-working  Thermo¬ 
star  works  with  internal-  and  external- 
drum  and  flatbed  platesetters. 

In  versions  sensitive  to  830nm  and 
1064nm  lasers.  Thermostar  handles  in 
white  light,  requires  no  prebaking  or  pre¬ 
heating  and  no  post-baking  for  run  lengths 
under  150,000  impressions  (over  1  mil¬ 
lion  when  baked),  images  dots  of  1-99% 
at  200  Ipi,  utilizes  conventional  developer 
and  equipment,  and  creates  no  dust. 

LogE  processor 

LogEtronics  Corp.,  Springfield,  Va., 
introduced  the  LPS  2600,  3400  and  5100 
plate  processors  (26",  34"  and  5 1 "  widths). 

Instead  of  spraying  and  conveying,  LPS 


models  dip  plates  into  developer  solution 
while  massaging  them  with  rotating 
brushes.  LogE  says  the  process  improves 
development  and  conserves  solution. 

In  the  gumming  section,  the  LPS  series 
provides  automatic  roller  wash,  ensuring 
clean  rollers  for  each  successive  plate. 

ECRM  goes  wide 

For  both  commercial  and  newspaper 
printing,  ECRM  Inc.,  Tewksbury,  Mass., 
offers  the  wide-format  StingRay  5200 
(20.5",  $71,000)  and  6300  (25",  $76,000). 
The  latter  images  double-truck  newspaper 
pages  (eight-up  commercial  impositions). 

To  compete  with  drum-based  imagers, 
according  to  ECRM,  the  wider  recorders 
can  run  up  to  32"/min.  and  200  Ipi 
screens,  offering  12  resolutions  (1000- 
3556  dpi). 

The  StingRays’  “lazy  loop”  entry  sys¬ 
tem  is  designed  to  assure  precise  imaging. 
They  feature  a  built-in  buffer  and  optional 


head  and  tail  punches.  Both  models  image 
to  paper,  film  or  polyester  plate. 

Tecsa  in  the  U.S. 

Monotype  Systems  Inc.,  Rolling  Mea¬ 
dows,  Ill.,  will  distribute  the  full  line  of 
scanners  from  Tecsa  Ltd.,  Diss,  England. 

A  month  earlier,  Tecsa  announced  that 
Graphic  Enterprises  of  Ohio,  North 
Canton,  had  sold  the  50th  large-format 
Tecsa  copydot  scanner  in  the  United 
States.  The  large-format  scanners  are  used 
to  digitize  advertising  art,  including  pre¬ 
screened  materials  using  the  copydot 
capability. 

Tecsa  2500  flatbed  scanners  offer  vari¬ 
able  resolution,  dot-for-dot  scanning  up  to 
18"  X  24"  at  1270  dpi.  With  an  image  area 
of  28"  X  22.4",  the  Tecsa  30(X)  scans 
screened  film  separations  at  up  to 
2540dpi,  accommodating  broadsheet 
pages  with  bleed  and  all  trim,  register  and 
gutter  marks. 


'Tm  Impressed  Witli  DaupMn  Graphics 
For  Me,  lt%  Al  About  Trust 


ff 


So  how  does  E.C.M.  Publishers  feel 
about  their  decision  to  switch  to 
DGM? 


Jim  Henry- 
Plant  Operations  Manager 
E.CM.  Publishers,  Princeton,  MN 


“It’s  been  a  w  orid  of  difference.  Just  j,  specializes  in  non-heat  set 
as  any  business  has  better  suppliers,  ,  .i.  . 

a  \  ^  •  •  I  four  color  publications  and 

we  do  too;  and  UGM  is  siniply  a  ^  m  ,  i 

better  supplier  for  us  because  we’re  newspapers.  E.C.M.  currently  runs 
getting  a  superior  product.”  ^  DGM  430  single  units,  2  four- 

highs  and  2  DGM  1030  folders. 

“I  was  especially  impressed  with 
DGM’s  people.  1  immediately  felt  they’re  a  lot  like  us . . .  they’re  honest,  and  their 
handshake  is  their  woixl.  1  had  no  doubts  whatsoever.  1  like  to  think  1  have  a  friend  in  my  salesperson 
I  really  trust  him.  1  would  buy  anotlier  DGM  product  without  any  hesitation.  1  tliink  eventually  tliey 
will  domuiate  the  single-width  market.  If  you  haven’t  heard  about  them  yet,  you  wiU.” 


Dauphin  Graphic  Machines,  inc. 

Box  573,  Elizabethville,  PA  17023 
800-DGM-6119  or  717-362-3243 
FAX  800-648-0213  or  717-362-4165 


'  *  I 

From  superior  products  to  superior  sendee, 

/)G\I  is  ieuding  the  way  in  the  sinfi;te  width  press  iudustiy. 
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GET  BOTH  BOOKS  FOR  ONLY  $179 


Save  $45  off  the  single-edition  price!  And  receive  an  additional  equipment,  Web  site/e-mail  addresses,  all  syndicates,  associa- 
5%  off  your  current  order  and  all  future  orders  if  you  place  a  tion  addresses  and  phone  numbers,  Canadian  publications,  AND 
standing  order  for  the  combined  set!!  in  the  E&P  INTERNATIONAL  YEAR  BOOK  a  unique  industry 

These  two  references  supply  you  with  all  the  data  you  need  for  section. 

dailies  worldwide  and  weeklies  and  speciality  newspapers  in  the  If  you  are  a  publisher,  you  HAVE  to  know  the  competition,  no  mat- 
US  and  Canada,  including:  shoppers,  alternative,  ethnic,  military,  ter  what  their  stripe.  That's  why  we've  bundled  both  books 
religious,  parenting,  real  estate,  and  senior  publications.  together  at  a  special  rate. 

You  get  all  the  contacts,  circulation  data,  ad  rates,  special  edi-  Save  $45  by  ordering  your  Year  Books  in  this  combination  offer, 
tions  PLUS  mechanical  specs,  commodity  consumption,  installed  ORDER  TODAY! 


□  YES!  Please  rush  me  the  1998  E&P  Year  Book  set.  I'll  receive  the  1998  editions  of  the  E&P  International  Year  Book 
(Including  the  current  Who's  Where  directory  of  listed  professionals  in  the  Year  Book)  AND  the  E&P/Free  Paper  Publisher 
Community,  Specialty  &  Free  Publications  Year  Book.  I  enclose  my  payment  for  $179  - 1  save  $45! 

□  Enter  my  Standing  Order.  My  payment  for  $169  is  enclosed.  I  will  receive  my  Year  BOOK  set  each  year  automatically 
along  with  your  bill  in  May.  1  save  5% 


Name _ Company 


Address 

City 

State 

Zip 

Phone 

Fax 

E-mail 

J  Check  enclosed  (payable  to:  Editor  &  Publisher)  $US  drawn  on  U.S.  banks  only. 

J  Charge  my  □  Visa  □  MC  □  AMEX# _ Exp__ _ 

Signature _ {all  credit  card  orders) 


Payment  must  accompany  all  orders.  NY,CA,DC,OH,and  Canada  residents,  please  add  appropriate  sales  tax. 
Mail  your  order  to  Editor  &  Publisher,  11  West  19th  Street,  New  York,  NY  10011-4234. 


CLASSIFIED  ADVERTISING  E6?P 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp©mediainfo.com  •  tnichelea@mediainfo.com 


FEATURES 

AVAILABLE 


ONE  OF  AMERICA'S  Liveliest  weekly 
columns  just  happens  to  be  about  anti¬ 
ques.  www.antiquetalk.com 

ASTROLOGY 

Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@time-data.com 

AUTOMOTIVE 

AUTOMOTIVE  NEWS,  world's  leading 
authority  on  automotive  industry. 
Weekly  package  available.  Crain 
News  Service,  New  York:  Joe  Hanley, 
(212)  254-0890,  Fax  (212)  254- 
7646.  Chicago:  Melanie  (3lover  (312) 
649-5464,  Fox:  (312)  397-5500. 


_ ENTERTAINMENT 

"Hollywood  Behind  the  Scenes” 

Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (8(X))  959-9977 

FREEVAMWUNK!  “Fortune  Cookies” 
Attracts  readers  to  your  web  site  Daily! 
Use  on:  Dining,  Dating,  Bingo  pages. 
http://www.time-data.com/fc.html 
Time  Data  Syndicate  (800)  322-51 01 

FEATURES  AVAILABLE 

i  MIDEAST  ARAB  AMERICAN  ISSUES 
I  COLUMN  Humor  Somber  Researched 
Insightful  Professional  Journalist, 

I  informed  activist.  Weekly  (708)  403- 
1  1 203  www.hanania.com 
I  _ 

INTERNET  &  TECHNOLOGY 

j  TechnologyFair.Com 

info@technologyfair.com 
www.technolog^ir.com 


INTERNET  &  TECHNOLOGY 

THE  INTERNET  IS  HOT! 

Weekly  Internet  column  perfect  for  busi¬ 
ness/technology  section. 

(877)  527-3652  Toll  Free. 

See  us  at  www.KarenLake.com 


I  NEWSMAKERS  PHOTO  SERVICE 
I  Online  photo  resource  for  news, 
!  feature,  sports  and  travel  pictures. 
www.newsmakers.net 


THOUGHTFUL,  funnv,  weekly  column 
that  gets  readers  talking!  For  samples 
or  information,  see 
www.scribendi.com/ samples.htm  or 
call  Chandra  at  (5 1 9)  692-41 00 

MOVIE  REVIEWS 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10941 ; 
(914)692-4572 
Fax  (914)692-8311 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308 
(909)766-7617 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 

CANYOUHACKEn? 

Variety  Puzzles  Since  1 981 
Free  Samples  --  Wide  Appeal 
(877)  201 -7630  Toll  Free 


ANNOUNCEMENTS 


NEWSPAPER  APPRAISERS 


24  HOURS -(5 16)  379-2797 
(727)  786-5930  Fax  (51 6)  379-3812 
KAMEN  &  CO.  GROUP  SERVICES 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


THOMAS  C.  BOLITHO 
Newspaper  Appraisals 
Professional  and  complete 
(580)421-9600 
E-mail:  bolithc)@bolitho.com 
http://www.bolitho.com 


NEWSPAPER  BROKERS 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Northeast 
(508)  563-2835 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  2 14-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 

GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 

MICHAEL  D.UNDSEY 
Experienced  -  Confidential 
6645-5  Redmont  Crl,  Mesa,  AZ  852 1 5 
(602)807-7791  FAX  (602)  807-7795 


PHILUPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


ummmssmm 


NEWSPAPER  BROKERS 


THOMAS  C.  BOLITHO 
Newspaper  broker/appraiser 
“A  tradition  of  service 
to  the  newspaper  industry” 
BOUTHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)421-9600 
E-mail:  bolitho@bolitho.com 
http://www.bolitho.com 


NEWSPAPERS  FOR  SALE 


BI-MONTHLY  TRADE  NEWSPAPER  cov¬ 
ering  arts  and  crafts  industry  for  sale. 
Covers  20  states  in  the  east  but  can  be 
located  anywhere.  Paper  established 
and  growing.  Reply  to  Box  08711, 
Editor  &  Publisher. 


CANADIAN  sports/gaming  magazine 
bi-weekly.  No  competition.  Blue  chip 
ad  clients.  Strong  distribution. 

Fax:  (41 6)  298-1978  for  more  info 


CURRENT  LISTINGS 
GOTO 
cribb.com 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 

(512)476-3950 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 

_ P/eas^ca//  to  discuss  your  options  in  a  saie. 

Bolitho-Cribb 
&  Associates 

Publication  Brokerage  it 
Appraisals  since  1923 

406-586-b621 

Fax  406-586-6774 

John  T.  Cribb  104  E.  Main,  Sutte  402,  Bozeman,  MT  59715  email:jcrlbb@imLnat 


1  Confidential  Appraisal  for 

1  Estate,  ESOP,  Partners,  1 
Bank,  Tax,  Stock,  Assets  | 

For  a  listing  of 

Q 

publications  for  sale,  go  to 

www.cribb.com 

Ts?3-!»|1 

NEWSPAPERS  WANTED 


INDEPENDENT  PUBLISHER  seeks  small 
or  medium  daily  in  Zone  9.  Will  con¬ 
sider  weekly  ready  to  go  daily.  All 
replies  confidential.  Broker  inquiries 
welcome.  Reply  to  Box  08706,  Editor 
&  Publisher. 

AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 
newspapers  and  shopping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 
401  N.  Wabash  Avenue 
Chicago,  IL6061 1 
(312)  321-2673 


IF  YOU  ARE  planning  to  sell  your 
newspaper  through  a  broker,  be  sure 
they  contact  us  as  a  potential  buyer. 
We  are  newspaper  owners  and 
operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
Crystal  City,  MO  6301 9. 


TRADE  ASSOCIATIONS 


AMERICAN  ASSOCIATION  of  Inde¬ 
pendent  Newspaper  Distributors  -  an 
organization  for  the  professional.  For 
membership  or  sponsor  info:  (877) 
GO-AAIND,  fox:  (407)  774-6751  or 
write:  926  Great  Pond  Drive,  #1003, 
Altamonte  Springs,  FL  3271 4. 


NEWSPAPER  BROKERS 


Leader  in  Sale  y*— W|| 
of  Community'  M 

Newspapers  O 

Check  our  Referetices 
(214)  265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  Desco  Dr.,  Dallas,  TX  75225 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 

MID-STATE  PUBLISHING 
Butler  Splasher  4042  Series  70  $7,000 
_ (931)762-2222 _ 

LEAF  EQUIPMENT:  4-Mac/Leaf  cards 
with  Fiber  interface.  $1000  each.  Also 
1  -Leaf  server.  $1500.  (509)  549-5476 
The  Spokesman-Review 

MAILROOM 

ALLMAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)273-5218  Fax  (407)  273-901 1 


Editor  &  Publisher: 

Your  communication 
link  to  the  newspaper 
industry  every  week 
since  1884. 


MAILROOM 


PRESSES 


PRESSES 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 

Refurbished  odd  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  Mid-America  Graphics  at 
(800)  356-4886. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


PRESSES 


8  UNIT  HARRIS  V-1 5D  Press,  22  3/4" 
cut-off  1981,  Brush  Damping,  3  units 
equipped  with  running  circumferential 
register.  One  JF-25  folder  equipped 
with  upper  former  and  Quarter  folder. 
Complete  press  with  8  position 
rollstands.  75  H.P.  motor  and  drive. 
Currently  printing  very  good  quality. 
Can  be  seen  running.  Available  now. 
Please  call  (360)  629-9170.  All 
messages  returned.  $275,000. 

CRAWFORD  GRAPHICS 
Community  units  C/SC/SSC 
4042  Butler  70  Series  (931 )  762-2222 

FOR  SALE: 

1  Harris  VI 5A  Printing  Unit,  1986 
with  Brush  Dampening  $25,000  USD 
I  1  Baldwin  1 05  Count-O-Veyor,  re-built 
I  $8,000  USD.  Contact: 

Canadian  Web  Consultants  Limited 
I  (905)841-8523 

KING  PRESS  KJ8  folder  with  DOUBLE 
PARALLEL,  Cross  Perf.  &  75  H.P.  Drive. 
Call  John  Newman  (913)  648-2000 


FOLLOWING  IS  A  BRIEF 
DESCRIPTION  OF  A  FEW  PRESSES  AND 
POST  PRESS  EQUIPMENT  INLAND  IS 
CURRENTLY  OFFERING 
i  •22"  GOSS  COLORLINER,  27  printing 
couples,  double  3:2,  160-page  folder, 
nine  45"  RTP's-  1990  vintage. 

•22"  GOSS  HEADLINER  OFFSET  con¬ 
sisting  of  34  printing  couples,  8  half 
I  decks,  3:2  folder,  12-42"  RTP's,  34 
Smith  spray  bars,  T-NPC  press  con- 
j  trols. 

I  •5-unit  GOSS  URBANITE  with  3 
stacked  sets  of  units  (4-1000  series; 
i  2-800  series)  and  two  125  HP  con- 
'  (rollers- 1 972  vintage 
I  •5-unit  HARRIS  VI 5C  with  JF7  and  30 
I  HP  drive,  1981  vintage,  available  first 
'  quarter  1 999 

1  •7-unit  NEWS  KING  with  K18  folder 
and  40  HP  motor  and  drive  -  1 978  vin¬ 
tage. 

•Model  News  90  Signode  Tyers, 
j  Model  2000  Idab  Stackers  &  Stewart 
Glapat  Cor  Truck  Loaders. 

'  INLAND  NEWSPAPER 

MACHINERY  CORPORATION 
(91 3)  492-9050  fax  (91 3)  492-6217 
w>vw.inlandnews.com 

•METROLINER  21.5",  5U,  3  half 
decks,  2-3:2  folder,  4  RTPs. 
•METROLINER  22",  4U,  half  deck, 
2-2:1  folder,  4  RTP's. 

•Urbanite  22  3/4",  7U,  Satellite  3C, 
Folder  with  U.F.  6  pasters 
•Urbanite  22  3/4",  10U,  rebuilt  with 
2  folders,  1 0OOseries 
•Harris  N-845, 6U,  RBC-2, 3MEG 
Bell  Camp  Inc. 

Fax:  (973)  492-9777 
Phone:  (973)  492-8877 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  AAAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


OFFERED  FOR  SALE: 

10-unit  Goss  Urbanite  U-800  series 
press  (5  floor  units,  5  stacked)  with 
Urbanite  and  suburban  folders, 
rollstands,  3-color  unit;  folder,  and 
press  drives.  Tel:  (941 )  561  -6401 
E-mail:  interl@sprintmail.com 
Inter-Continental  Graphics,  Inc. 

WANTED  TO  BUY 

CRAWFORD  GRAPHICS 
Wanted:  Community  Units 
C/SC/SSC/Folders  (931 )  762-2222 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (8(X))  356-4886  or 
Fax  (81 6)  887-2762. 
wrww.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  TaLier 
ALTA  Graphics  Inc. 

(770)  428-5817  Fax  (770)  590-7267 


Everyone,  without  exception,  is  search¬ 
ing  for  happiness 

Blaise  Pascal 


INDUSTRY 

SERVICES 

CIRCULATION  SERVICES 

BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  2 18-6731 

CIRCULATION  CONSULTANTS 

24  HOURS -(5 16)  379-2797 
(727)  786-5930  Fax  (516)  379-38 1 2  i 
KAMEN&  CO.  GROUP  SERVICES  S 

CIRCULATION  MARKETING  GROUP  1 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 

Call  Cherry  Coleman 
(912)  336-2700 

CIRCULATION  SERVICES 

1  ALTERNATIVE  THAT  WORKS  i 

CIRCULATION  DEVELOPMENT,  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 
wnvw.circulation.net 

CIRCULATION  SERVICES,  INC. 

20%  Minimum  Paid  Telemarketing 
Comprehensive  Verification  Reports 
Andrew  Orr  (888)  343-0470 

1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 

Horace  Southward 
(800)  950-8475 

E-mail:  mnsl@metro-news.com 
www.metro-news.com 

JOHN  A.  BURKE 

New  York/New  Jersey 
•Crew  Sales/Training 
,  •Telemarketing 
•Street/Store  Merchandising 

Phone/Fax  (51 6)  588-2735 

NEWSPAPER  EXECUTIVE  SEARCH 

NEWSPAPER  EXECUTIVE  SEARCH 

1  Established  1975  i 

“Executive  search,  recruitment  and 
placement  services. ..to  fit  your  needs. 
Haas,  Watkins  &  Associates 

713-977-8955  Fax  713-977-9656 
e-mail:  rhaasta’rhaas.com 


CIRCUIATION  SERVICES 

HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 

LEVIS  NATIONAL,  INC. 
Guaranteed  Quality  Telemarketing 
Our  30th  Year 
(800)  357-1008 

PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 

RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jacqui  Tezyk,  Denise  Zagnoli 
(800)  671-1 230  mpbarton@aol.com 


CIRCULATION  SERVICES 

SPEaRUM  MARKETING  SERVICES 

A  teleservices  solution  for 

•  Cold-call  projects 

•  Stop-saver  projects 

•  Up-grade  projects 

Calf  Doug  Reese  at  (800)  972-6778 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched- 
1  uling  &  circulation.  Fake  Brains, 
i  Tel:  (303)  791 -3301 

http://www.fakebrains.com 

OPERATIONS  CONSULTANTS 

^  FACILITIES/PRESS/OPERATIONS 
Small/Medium/Large  Newspapers 
;  Telephone  (727)  586-3509 

Walt  Hempton,  Consultant 
Print  Media  &  Graphics 

PRESSROOM  SERVICES 

CRAWFORD  GRAPHICS 
Community  Unit  Perfectionist 
Repair  -  Training  -  Consulting 
1  Correct  Your  Printing  Problems  Today 
:  (931)762-2222 


Call  us  about 
our  low 
contract  rates! 


(212)  675-4380 

ext.  171 
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E^P  Classified 

It’s  Your  People-tO'People  Meeting  Place 

Find  your  editor,  advertising  manager,  artist,  sales  repre¬ 
sentative,  circulation  manager,  public  relations  or  produc¬ 
tion  person  with  an  ad  in  Editor  &  Publisher.  We  reach  the 
working  journalists  you  want  to  reach,  every  week. ..83, 000 
strong. 

Rates  and  order  form  are  at  the  end  of  the  Classified  sec¬ 
tion.  To  increase  accuracy  and  expedite  placement.  Fax 
your  ad  to  (212)  929-1259,  or  mail  it  to: 

Editor  &  Publisher 
Classified  Department 
11  W.  19th  Street,  New  York,  NY  10011 


INDUSTRY 

SERVICES 


PRESSROOM  SERVICES 


Contact  E&P's  Classified 
Department  if  you  like 
what  you  see. 
(212)675-4380x171 
hazelp@mediainfo.com 


DO  YOU  NEED  HELP  ON  YOUR 
ELEQRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 


MASTHEAD  INTERNATIONAL 
(800)  545-6908, 24  hr.  line 
(505)  842-1357 
P.O.Box  1952 
Albuquerque,  NM  87103 


PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Daily  Service  Contracts 
One  Time  Service 
Mi.  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAQION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2 1 1 0 


_ TRAINING _ 

ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  results! 

Call  ProMax  Training 
&  Consulting,  Inc.  (800)  898-0444 


We’re  Planning  1999 

Advertising  Schedules  for  your  business 


Choose  a  Business  Card  schedule 
based  on: 


Contact  E&P  Classified  Advertising 
for  more  information: 


■  E&P’s  1999  Editorial  Calendar 

■  Special  Conference  Issue  distribution 

■  Specific  weekly  technology  editorial 
coverage  &  EXTRA  distribution 


SOFTWARE 

EQUIPMENT 

FEATURES  AVAILABLE  CIRCULATION  SERVICES 

PUBLISHING  SYSTEMS 

Your  Business  Card 

Your  Business  Card 

HERE 

SALES  &  TRAINING 

CONSULTING 

TELEMARKETING 

1 

INTERNET  SERVICES 

SPECIAL  PRODUaS 

PRESSROOM  SERVICES 

i 

(212)  675-4380  ext.  171 
11  West  19th  Street, 
New  York,  NY  10011 
hazelp@inediainfo.coin 
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HELP  WANTED 


_ ACADEMIC _ 

CHAIR  SOUGHT  TO  DIREQ  KIPL- 
INGER  MID-CAREER  PROGRAM  IN 
PUBLIC  AFFAIRS  REPORTING 
The  School  of  Journalism  and  Commu¬ 
nication  at  the  Ohio  State  University 
seeks  an  outstanding  public  affairs 
journalist  minimum  of  lO  years  excep¬ 
tional  experience,  to  head  the  Kipl- 
inger  Program  in  Public  Affairs  Report¬ 
ing.  The  Kiplinger  professor  works  with 
a  small  group  of  mid-career  journalists 
to  develop  an  interdisciplinary  pro¬ 
gram  of  study.  The  professor  also 
teaches  in  the  journalism  program.  Stu¬ 
dents  earn  a  Master  of  Arts  degree  in 
journalism. 

Flexibility  of  the  position,  along  with 
the  vast  resources  of  the  university, 
allow  the  Kiplinger  professor  to  con¬ 
tinue  to  pursue  professional  interests 
and  activities.  National  reporting  expe¬ 
rience  an  asset,  as  is  teaching  experi¬ 
ence.  Master's  degree  strongly  pre¬ 
ferred;  Bachelor's  degree  required. 
Appointment  renewable  annually  to 
maximum  of  five  years.  Minimum  two- 
year  commitment  sought.  Appointment 
effective  September  1 ,  1 999.  Review  of 
applications  begins  March  1 ,  1 999,  con¬ 
tinues  until  position  is  filled. 

Application  letters,  with  resume  and 
names  of  three  references,  to  Professor 
David  Richter,  School  of  Journalism 
and  Communication,  The  Ohio  State 
University,  3016  Derby  Hall,  154  N. 
Oval  Mall,  Columbus,  OH  43210- 
1339. 

The  Ohio  State  University  is  an  Equal 
Opportunity /Affirmative  Action  Em¬ 
ployer.  Qualified  women  and  minorities, 
Vietnam-era  veterans,  disabled  veterans 
and  the  disabled  are  encouraged  to 

apply- _ 

DEPARTMENT  OF  JOURNALISM,  Uni¬ 
versity  of  Alabama,  seeks  applications 
for  assistant  or  associate  professor 
tenure  track  position  that  begins 
August  1999.  Qualifications  include  a 
Master's  degree,  Ph.D.  preferred  and 
uality  professional  experience.  Can- 
idates  should  be  able  to  teach  gradu¬ 
ate  and  undergraduate  courses,  includ¬ 
ing  professional  courses  in  magazine 
or  newspaper  reporting,  writing,  and 
editing.  Candidates  should  have  one 
or  more  areas  of  concentration  for 
teaching  and  research,  such  as  (but  not 
limited  to)  graphics  journalism,  maga¬ 
zine  writing  and  editing,  media  and 
society,  media  management,  journal¬ 
ism  in  secondary  education,  history 
and  law.  We  are  an  EO/AA  employer 
and  especially  seek  applications  from 
women  and  minorities.  Send  applica¬ 
tion  and  three  letters  of  recommenda¬ 
tion  to  Jim  Stoval,  Department  of  Jour¬ 
nalism,  Box  870172,  University  of 
Alabama,  Tuscaloosa,  AL  35487- 
0172. 


_ ACADEMIC _ 

JOURNALISM  -  The  American  Univer¬ 
sity  in  Bulgaria,  a  highly  competitive 
liberal  arts  college  in  congenial  and 
picturesque  Blagoevgrad,  seeks  an  I 
experienced  professional  with  a  grad¬ 
uate  degree  to  teach  beginning  and  i 
advanced  print  journalism  classes. 
AUBG  offers  a  competitive  salary  and 
the  possibility  of  a  renewable  contract.  ; 
Applications  will  be  considered  begin¬ 
ning  December  20.  Send  cover  letter, 
vita,  names  of  three  references,  and  i 
five  examples  af  your  journalistic 
work  to  AUBG  Journalism  Job  Search, 
304  South  Jefferson  Street,  Lexington, 

VA  24450.  AUBG  is  an  equal  oppor-  ^ 
tunity  employer. 

THE  UNIVERSITY  OF  FLORIDA  College  i 
of  Journalism  and  Communicatians:  i 
The  college's  journalism  department  : 
seeks  two  tenure-track  faculty  members 
to  begin  in  August  1999.  One  position 
will  have  primary  responsibility  for 
magazine  journalism,  the  other  for 
graphics  design.  Both  positions  require 
substantial  high-level  editorial  experi¬ 
ence  at  respected  newspapers  or  mag¬ 
azines.  Digital  photography  experi¬ 
ence  is  a  plus.  Candidates  must  be  pro¬ 
ficient  in  software  relevant  to  these  posi¬ 
tions,  demonstrate  ability  or  potential  j 
to  teach  undergraduate  and  graduate 
courses  related  to  areas  of  expertise, 
and  conduct  nationally/internationally 
recognized  research  or  creative 
activities.  Successful  candidates  also 
will  have  ability  to  provide  leadership 
for  the  respective  programs  and  be  ; 
innovative,  enthusiastic  and  collegial. 
Teaching  responsibilities  will  include 
a  combination  of  magazine  writing, 
editing  and  management,  newspaper/ 
magazine  graphics/design/photojour- 
nalism,  depending  on  position  re¬ 
sponsibilities  and  candidates'  expertise. 
Relevant  earned  Ph.D.,  teaching 
experience  and  a  substantial  scholar¬ 
ship  record  are  required  for  appoint-  i 
^  ment  as  associate  professor.  Relevant 
earned  Master's  degree  is  required 
;  far  appointment  as  assistant  profes¬ 
sor,  with  Ph  D.  preferred.  Salary  ! 
competitive  and  depends  on  experi¬ 
ence  and  academic  background/ 
achievements.  Applications  must  be 
postmarked  by  February  8,  1 999. 
Send  cover  letter,  vita  and  names  and 
telephone  numbers  of  four  academic/ 
professional  references  to  Professor 
Kurt  Kent,  Journalism  Search  Committee 
Chair,  Department  of  Journalism,  Uni¬ 
versity  of  Florida,  P.O.  Box  118400, 
Gainesville,  FL  3261 1  -8400.  Search  is 
conducted  under  Florida's  open  meet-  i 
ings/records  laws,  so  all  meetings  and 
'  documents  are  open  to  the  public. 
Minorities  and  women  are  encouraged 
to  apply.  AA/EEO/ADA  Employer. 


It’s  A  Classified  Secret! 

We'll  never  reveal  the  Identity  of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain  newspapers  (or  companies),  seal  your 
reply  in  an  envelope  addressed  to  the  E&P  Classified  Advertising  Department 
with  an  attached  note  listing  the  newspapers  or  companies  you  do  not  want  the 
reply  to  reach.  If  the  Box  Number  you're  answering  is  on  your  list.  We'll  discard 
your  reply. 


ADMINISTRATIVE 

BUSINESS  MAGAZINE  PUBLISHER 
Recent  promotion  due  to  corporate 
expansion  has  created  an  excellent 
opportunity  for  highly  motivated  busi¬ 
ness  magazine  professional  to  assume 
bottom-line  responsibility  for  a  #1 
magazine  serving  the  health  care 
industry.  Must  be  experienced  in 
marketing  and  sales  management  and 
have  broad  in-depth  knowledge  of  busi¬ 
ness  magazine  publishing.  Health  care 
industry  knowledge  a  plus.  Competitive 
salary  and  benefits  package  offered. 
Send  cover  letter  with  resume  and 
salary  requirements  to  Human 
Resources  Manager-EP/HCP,  Miramar 
Communications,  Inc.  (A  Division  of 
PRIMEDIA  Intertec),  P.O.  Box  8987, 
Malibu,  CA  90265-8987.  Fax:  (310) 
317-0072.  www.miramar.com  EOE 


ELECTRICIAN:  The  Pioneer  Press  is 
seeking  an  electrician  with  a  Min¬ 
nesota  Class  A  Journeyman's  License 
or  better.  Responsible  for  the  overall 
electrical  maintenance  of  all  electrical 
devices  and  electrical-electronic  equip¬ 
ment  controls.  Performs  preventative 
maintenance.  Experience  with  circuitry 
and  electronics  required.  Strong 
mechanical  aptitude  desired.  Work 
rotating  shifts  nights,  weekends, 
holidays.  Salary  $21 .27-$25.73.  Con¬ 
tact  Pioneer  Press,  345  Cedar  Street, 
St.  Paul,  MN  55101. 


GENERAL  MANAGER/PUBLISHER  for 
weekly  newspapers  in  the  beautiful 
Eastern  Sierra  region  of  California  with 
revenues  of  over  $1 ,200,000.  Must  be 
strong  in  sales  and  marketing  with  a 
good  understanding  of  low  cost  opera¬ 
tions.  Considerable  potential  to  the 
right  person.  Reply  to  Box  0871 2,  Editor 
&  Publisher. 


PUBLISHER 

Are  you  ready  for  your  next  challenge? 
This  ad  is  for  an  individual  that  is 
enterprising  and  wants  to  be  in  a  posi¬ 
tion  to  make  a  positive  contribution  to 
their  business  and  to  their  community. 
New  England  Newspapers,  Inc.,  with 
operations  in  Western  Massachusetts 
and  Southern  Vermont,  seeks  a  highly 
motivated  publisher  to  lead  one  of  their 
8,000  plus  daily  circulation  newspa¬ 
pers.  Our  newspapers  are  located  in 
America's  Premiere  Cultural  Resort 
area  with  year  round  activities.  Enjoy 
music,  theater,  opera,  and  ballet  in  the 
summer  and  ski,  sled  and  skate  in  the 
winter. 

Are  you  a  leader  with  the  ability  to 
motivate  and  communicate  with  others? 

!  Do  you  have  experience  at  meeting 
and  managing  budgets?  Are  you  a 
marketing  professional?  Do  you  want 
to  be  rewarded  for  your  skills  and  your 
accomplishments?  Do  you  want  to  be 
in  control  of  your  own  success?  We 
invite  you  to  join  our  team.  Please  send 
resume  with  references  and  cover  letter 
to: 

j 

]  New  England  Newspapers,  Inc. 

Attn:  Alinda  Shank 

I  P.O.  Box  11 71 

I  Pittsfield,  AAA  0 1 202 

E-mail:  ashank@n)edianewsgroup.com 
Fax:  (413)  442-7611 


ADMINISTRATIVE 

IREX,  a  leader  in  international  educa- 
!  tion  and  training,  seeks  senior  media 
professionals  to  fill  long-  and  short¬ 
term  advisor  positions  in  Belarus  and 
I  Bosnia  under  its  Professional  Media 
Pragram,  funded  by  USAID.  The  ideal 
candidate  is  an  experienced  pro- 
I  fessional  with  business  and/or  journal¬ 
ism  experience  in  print  media.  The 
1  advisor  serves  as  an  in-country  pro- 
,  gram  representative  and  develops  pro- 
■  grams  that  faster  independent  media. 

;  CEE  experience  and  local  and/or 
Slavic  language  skills  desirable.  Fax  or 
E-mail  resume  and  cover  letter  to: 

Personnel/Bel,  (202)  628-81 89  or 
promedia@irex.org 

I  MORRIS  NEWSPAPER  CORPORA- 
j  TION  is  seeking  Publishers  and  Gen¬ 
eral  Managers  for  acquisitions/start¬ 
ups.  Daily  and  Non-Daily  Newspa¬ 
pers,  shoppers,  specialty  publications. 
Free  and  Paid. 

Send  Resume  to: 

Publishers 

Morris  Newspaper  Corporation 
P.O.  Box  81 67 
Savannah,  GA  31412 

ADVERTISING 

,  AD  DIRECTOR:  We're  leaking  for  an 
accomplished  sales  executive  who's 
ready  to  run  the  show.  Your  chance  to 
build  a  team,  make  your  mark,  pros¬ 
per.  Company  has  109-year  track 
record,  solid  national  backing,  big 
:  plans.  We're  the  Daily  Report,  the 
daily  business  newspaper  for  Georgia 
^  lawyers,  part  of  the  nation's  largest 
legal/business  news  chain.  No  one 
can  touch  our  high  standards  or  reader 
demographics.  You'll  have  responsibil¬ 
ity  over  display,  classified  and  custom  law 
j  firm  publishing.  You'll  be  given  much 
discretion,  and  much  support.  Must 
know  business-to-business  selling, 
marketing,  budgets,  spreadsheets. 
Supervise  staff  of  five.  Base  plus  incen- 
;  lives  plus  excellent  benefits.  Send 
resume,  compensation  requirements  to 
Box  326,  Daily  Report,  1 90  Pryor 
Street,  S.W.,  Atlanta,  GA  30303,  fax 
(404)  523-5924,  E-mail  to: 

richard.gard@counsel.com 
No  calls,  please 

ADVERTISING  DIRECTOR 

We  are  seeking  a  dynamic,  goal- 
oriented  manager  who  is  looking  for 
,  an  opportunity.  The  candidate  we  want 
should  be  a  leader  and  a  motivator. 
This  individual  must  have  excellent 
interpersonal  skills.  This  is  a  high  vis¬ 
ibility  position  with  a  group  of  weekly 
newspapers  in  a  very  competitive 
market.  You  must  have  successful 
;  newspaper  management  experience  to 
be  considered.  We  offer  a  generous  com¬ 
pensation  package  for  the  right  indi¬ 
vidual.  Please  send  yaur  resumes  with 
a  cover  letter  to  The  Record,  P.O.  Box 
1 5270,  Hackensack,  NJ  07601 . 


ADVERTISING  DIREaOR 
HERE  is  a  place  where  you  can  make  a 
difference!  The  Weekly,  an  entertain¬ 
ment-oriented  newspaper  in  Toledo,  to 
debut  in  '99.  Must  nave  entrepreneur¬ 
ial  spirit.  Tremendous  potential.  Help 
us  reach  it!  Resumes:  Russ  Lemmon, 
6826  Sunridge  Lane,  Holland,  OH 
43528.  Inquiries:  lemmon@aol.com 
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_ ADVERTISING _ 

ADVERTISING  MANAGER 

Want  to  work  for  o  progressive  com¬ 
pany  that  encourages  creativity  and 
fosters  teamwork?  We  ore  looking  for 
o  dynamic  individual  to  lead  the  soles 
departments  of  o  medium-sized  doily. 
Must  be  able  to  lead,  train,  motivate 
and  hold  people  accountable.  Com¬ 
petitive  compensation  program  and 
excellent  benefits.  Submit  resume  to: 
Lonnie  L.  Peppier,  publisher.  The 
Monroe  Evening  News,  20  W.  First 
Street,  Monroe,  Ml  48 1 6 1 . 

ADVERTISING  SALESPERSON,  mini¬ 
mum  2  years  experience,  needed  by 
Zone  5  group  to  become  port  of  man¬ 
agement  with  superb  profit-sharing,  com¬ 
missions  and  best  benefits.  Up  to 
$44,000  base  salary.  Must  be  strong 
on  layouts,  hove  o  love  for  selling  and 
working  with  people,  and  able  to 
inspire  o  smoll-town  staff  in  Heartland 
America.  Send  letter  that  describes 
your  accomplishments  and  goals, 
along  with  o  resume  to  Box  08693, 
Editor  &  Publisher. 


ADVERTISING  SALES 

The  ORE(30NIAN  is  seeking  o  creative 
and  highly  motivated  advertising  soles 
professional  to  join  its  Retail  Advertis¬ 
ing  Soles  team.  The  open  position  is  for 
on  Outside  Retail  Advertising  Soles 
Representative.  Qualified  candidate 
must  hove  2  years  minimum  successful 
outside  newspaper  display  advertising 
soles  experience;  excellent  oral  and 
written  presentation  skills;  effective  new 
customer  development  techniques;  od 
layout  and  copywriting  skills  and 
ability  to  meet  deadlines.  Will  be 
required  to  work  o  flexible  schedule 
and  provide  reliable  transportation. 

Our  salary,  bonus  and  company-paid 
benefit  package  ore  designed  to  attract 
and  retain  the  top  producers  in  career 
advertising  soles.  Qualified  applicants 
should  send  their  resume  and  short 
summary  describing  their  sales  achieve¬ 
ments  by  our  deadline  for  application 
Friday,  December  1 8,1 998  to: 

The  Oregonian 
1 320  S.W.  Broadway 
Portland,  OR  97201 
Attn:  Human  Resources  Department 
(NO  PHONE  CALLS,  PLEASE) 

We  are  an  Equal  Opportunity 
Employer 

CLASSIFIED  ADVERTISING  MANAGER 
for  established,  dominant  mid-sized 
daily  in  fast-growing  market.  We  want 
an  experienced  can-do  leader  with  the 
knowledge  and  commitment  to  develop 
our  classified  section.  This  is  a  great 
opportunity  for  the  right  person.  Live  in 
one  of  America's  most  attractive  cities 
for  a  Pulitzer  Community  Newspaper. 
Respond  by  sending  a  cover  letter 
and  resume  to  Publisher,  The  Daily 
Herald,  P.O.  Box  717,  Provo,  UT 
84603.  Fax:  (801)  344-2982.  E-mail: 
kparkins@gw.stlnet.com  Competitive 
compensation  and  benefit  package. 


; _ ADVERTISING _ 

i  CLASSIFIED  ADVERTISING  MANAGER 
LOOT  -  New  York's  largest  classified 
I  publication  seeks  astute  individual  with 
j  previous  managerial  experience  to  run 
its  classified  ads  department.  Candi- 
I  date  must  be  deadline-driven,  able  to 
I  multi-task  and  have  excellent  writing, 

I  editing  and  communication  skills. 
Great  opportunity.  Fax  resume  and 
cover  letter  to  (2 1 2)  965- 1882. 

CLASSIFIED  AD  MANAGER  sought  by 
daily  newspaper  in  beautifuf  San 
Diego.  The  successful  candidate  will 
j  have  previous  classified  sales  experi- 
j  ence  and  management  experience.  The 
I  right  individual  will  oversee  the 
j  inside  and  outside  sales  staff  and  should 
I  be  knowledgeable  in  the  Boseview 
classified  system.  Excellent  benefits 
i  include  40l  (k).  Salary  in  the  mid 
I  $30,000  range  plus  commission 
I  opportunity.  Fax  resume  (619)  401- 
j  2823  or  mail  to  P.O.  Box  1565, 
El  Cajon,  CA  92002. 

I  CLASSIFIED  ADVERTISING  MANAGER 

i 

j  FLORIDA  TODAY,  a  Gannett  newspa¬ 
per  in  Melbourne,  FL,  is  seeking  an 
I  innovative,  success  oriented  individual 
;  to  manage  its  Classified  Advertising 
I  Department.  Responsibilities  include  the 
j  management  of  all  department  special 
j  promotional  and  major  sales  programs 
:  designed  to  meet  and  exceed  linage 
:  and  revenue  goals,  preparation  of 
I  annual  budget,  and  recruitment,  devel- 
i  opment  and  motivation  of  supervisory 
I  and  sales  staff. 

i  Qualified  candidates  will  have  mini- 
j  mum  3  years  experience  in  newspaper 
!  sales  and  management,  with  proven 
I  track  record  in  growing  top  line 
I  revenue  and  increasing  market  share 
j  in  automotive  and/or  real  estate  seg- 
j  ments. 

i  Please  send  resume'  and  salary  require- 
j  ments  to  FLORIDA  TODAY,  Department 
I  HR-CAM,  P.O.  Box  419000,  Melbourne, 
FL  32941  or  fax  to  (407)  253-3801 . 

EOE 


I  CLASSIFIED  TELECENTER  MANAGER 
!  The  leading  daily  newspaper  in  Ven- 
i  tura  County,  California  with  circulation 
I  over  100,000  is  looking  for  a  strong 
I  leader  to  oversee  the  day  to  day  oper- 
1  ations  of  our  advertising  Telecenter, 
j  This  position  will  be  responsible  for  the 
I  direct  supervision  of  25  sales  and  ser- 
'  vice  representatives.  Responsibilities 
include  the  daily  direction  of  the  sales 
group  and  implementing  training  and 
I  motivational  programs.  Additionally, 
the  individual  in  this  position  would 
assist  in  budgeting,  financial  fore¬ 
casting  and  the  strategic  planning  and 
i  implementation  of  sales  programs  to 
'  achieve  departmental  revenue 
objectives. 

The  correct  candidate  should  have  5-7 
'  years  previous  classified  sales  experi¬ 
ence  with  at  least  2  in  a  supervisory/ 
managerial  role.  Strong  computer, 
:  motivational,  analytical  and  leadership 
I  skills  are  a  must.  We  offer  a  com- 
I  petitive  sala^  and  benefits  package. 
Send  resume  to: 

Joan  Dzuro,  SPHR 
Ventura  County  Star 
I  5250  Ralston  Street 

!  Ventura,  CA  93002 

j 

j  Fox:  (805)  644-5633 

No  phone  calls,  please 
EOE 


ADVERTISING 


SHOW  US  YOUR  COLOR! 
.  Contact  E&P's  Classified 
Department  if  you  like 
what  you  see. 

(212)  675-4380x171 
hazelp  @  mediainfo.com 


j  GENERAL  MANAGER/ ADVERTISING 
1  MANAGER  36,000  circulation.  South 
California  weekly,  growing  area.  Allen 
j  P.  McCombs,  publisher.  Fax  (909) 

1  590-1 21 7,  Phone  (909)  628-5501. 
j  E-mail  BTWB80A@prodigy.com 

RETAIL  AD  MANAGER  sought  by  daily 
40,000-circulation  newspaper.  Must 
be  able  to  train,  motivate,  and  lead  our 
retail  sales  staff  to  the  highest  market 
share  possible.  Strong  marketing  skills 
a  plus.  Please  send  your  resume  and 
cover  letter  telling  us  about  yourself 
and  your  accomplishments.  Reply  in  con¬ 
fidence  to  Advertising  Director,  Gaston 
Gazette,  P.O.  Box  1538,  Gastonia, 
NC  28053. 


_ ADVERTISING _ 

SEEKING  ENERGETIC  individual  to 
lead  this  50,000  daily  forward  to  new 
challenges  and  opportunities.  Re¬ 
sponsible  for  developing  sales  staff 
through  creative  business  development 
initiatives,  motivation  techniques  and 
creation  of  new  products  and  services. 
If  you  are  Interested  in  joining  a  win- 
j  ning  team,  send  resume  and  references 
1  to  Human  Resources,  Abilene  Reporter- 
I  News,  P.O.  Box  30,  Abilene,  TX 
I  79604.  mercierd@abinews.com 


THE  DICKINSON  PRESS,  one  of  the 
best  community  newspapers  in  the 
upper  Midwest,  is  searching  for  a 
dynamic  advertising  manager  to  lead 
a  five  person  department.  This  position 
requires  an  enthusiastic  advertising 
professional,  preferably  with  mana¬ 
gement  experience  in  either  classified 
or  retail.  Please  send  resume  and 
compensation  expectations  to  Peter 
Rogers,  publisher,  P.O.  Box  1367, 
Dickinson,  ND  58601 . 


ACADEMIC  ACADEMIC 


Nominations  and  Applications  for  the 
Shirley  Wormser  Professorship  in 
Journalism  and  Media  Writing 

are  sought  by  the  English  Department  of  Case  Western 
Reserve  University.  The  successful  candidate  will  be  a  distin¬ 
guished  educator-practitioner  in  some  field  of  journalism  or 
media  writing  who  will  prepare  liberal  arts  students  for  careers 
in  journalism  and  general  non-fiction  writing:  science  or  health, 
law  and  public  policy,  the  environment,  the  arts,  or  the  like.  The 
department  especially  welcomes  applications  from  those  with 
a  background  in  writing  for  electronic  media  and  an  interest  in 
the  history  and  development  of  that  field.  The  appointee  must 
be  qualified  to  hold  a  newly  endowed  chair  in  journalism  and 
media  writing. 

The  position  is  tenure-line,  with  rank  open  and  salary  com¬ 
mensurate  with  qualifications  and  duties.  Ph.D.  preferred  but 
not  required. 

CWRU  is  a  research  university  with  strong  undergraduate 
programs  in  arts  and  sciences,  business,  engineering,  and 
nursing.  High-achieving  students  seek  to  combine  liberal  arts 
majors  with  practical  writing  skills  and  experience.  The  newly 
established  professorship  will  provide  leadership  to  develop  a 
concentration  or  minor  in  journalism  and  media  writing;  model 
successful  achievement  in  such  writing;  sind  assist  in  advising 
cmd  placing  students  professionally.  Some  graduate  teaching 
possible  in  the  area  of  preparing  M.A.  or  Ph.D.  students  to  teach 
at  the  college  level  in  this  field. 

Send  letters  of  nomination  or  inquiry  along  with  a  resume  to 
Suzanne  Ferguson,  Chair,  Department  of  English,  Case 
Western  Reserve  University,  1 0900  Euclid  Avenue,  Cleveland, 
OH  44106-7117. 

Applications  will  be  accepted  until  January  15, 1999. 

0\SEWESrEJW  RESERVE  UNIVERSriY 

CWRU  /s  an  equal  opportunity,  affirmative  action  employer 
and  welcomes  applications  from  all  qualified  candidates. 
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HELP  WANTED 


_ ADVERTISING _ 

REAL  ESTATE  SALES  MANAGER 

Does  the  Following  criteria  describe 
you? 

•Dynamic,  energetic  sales  professional 
•Proven  track  record  in  managing  an 
established  real  estate  sales  team 
•Knowledgeable  of  real  estate  industry 
trends 

•Ready  for  a  new  and  exciting  career 
opportunity 

If  so,  there's  an  opportunity  at  a  Mid- 
Atlantic  based  newspaper  waiting  for 
you!  As  the  leading  daily  newspaper  in 
the  market  (circulation:  D-320/S-476) 
this  position  offers  great  challenge  and 
reward  to  the  individual  seeking  to 
advance  their  career. 

We  offer  a  very  competitive  salary  and 
benefits  package  in  a  long  established 
and  highly  respected  newspaper  com¬ 
pany. 

Please  forward  your  resume  and  letter 
of  interest  to  Box  08707,  Editor  &  Pub¬ 
lisher. 


_ ART/EDITORIAL _ 

SOUTHWEST  DAILY  SEEKS  pre¬ 
sentation  specialist.  We  think  page 
design  should  be  thoughtful,  and 
stimulating,  not  decorative.  We  think 
words  are  as  important  as  visuals  in 
presenting  information  to  the  reader. 
We  think  design  journalists  should  be 
part  editor,  part  artist,  part  magician. 
What  do  you  think?  Send  resume  and 
clips  to  Box  08714,  Editor  &  Publisher. 
We'll  get  back  to  you  when  we're  done 
skiing. 


_ CIRCULATION _ 

CIRCULATION  DIREQOR 
Growing  Central  Florida  daily  and 
shoppers  seeking  experienced  pro¬ 
fessional  with  demonstrated  marketing 
and  leadership  skills.  The  News  Chief, 
P.O.  Box  1 440,  Winter  Haven,  FL 
33882. 


CIRCULATION  DIREQOR 

Daily  Sunday  Philadelphia  local  news¬ 
paper  is  seeking  an  energetic,  experi¬ 
enced  circulation  director.  Excellent 
salary,  benefits  401  (k)  and  advance¬ 
ment  oppartunities  for  the  right  hands- 
on  candidate.  Reply  to: 

Box  0871 5,  Editor  &  Publisher. 


HOME  DELIVERY  MANAGER 

Pennsylvania  newspaper  in  a  com¬ 
petitive  market  is  looking  fo  an  experi¬ 
enced  Home  Delivery  Manager  with 
strong  service  skills.  Responsibilities 
include  supervising  a  field  staff  of  25 
managers,  maintaining  a  high  stan¬ 
dard  of  service  to  our  customers,  car¬ 
rier  contracting  and  bonding,  circula¬ 
tion  growth  and  accounts  receivable  con¬ 
trol.  Excellent  salary  and  incentives 
package.  Send  resume  and  salary  his¬ 
tory  to  Box  0871 7,  Editor  &  Publisher. 


i _ CIRCULATION _ 

USA  TODAY  has  an  opening  for  a 
j  Zone  Manager  in  the  Albuquerque, 
New  Mexico  field  office  of  the  Phoenix 
i  Cluster.  Proven  experience  and  success 
I  in  single  copy  sales  and  home  delivery 
i  growth  is  essential.  Experience  with 
I  independent  dealers  a  plus.  Re- 
I  sponsibilities  include  circulation  in 
'  New  Mexico  and  El  Paso.  Please  send 
resume,  salary  history  and  cover  letter 
I  to: 

USA  TODAY 

i  Attn:  Pat  Castro 

P.O.  Box  51 179 
Phoenix,  AZ  85076-9942 


_ EDITORIAL _ 

j  ASSISTANT  CITY  EDITOR 

The  Virginian-Pilot  in  Norfolk,  VA, 
seeks  an  assistant  team  leader  to  help 
direct  its  10-member  Public  Safety 
!  Team.  Applicants  should  have  a  mini- 
I  mum  five  years  experience  at  a  daily 
newspaper;  strong  coordinating  and 
organizing  skills;  demonstrate  inves¬ 
tigative  work,  and  an  ability  to 
I  work  well  with  others  and  inspire  them 
i  to  grow.  Letters,  resumes  and  clips 
'■  should  be  sent  to  Bill  Burke,  Public 
Safety  editor.  The  Virginian-Pilot,  150 
W.  Brambleton  Avenue,  Norfolk,  VA 
23510. 


j  ASSISTANT  EDITOR  needed  for  web's 
i  leading  personal  finance  site.  Beat  writ- 
i  ing  and  supervisory  experience 
I  required;  features,  consumer  or  busi- 
;  ness  experience  a  plus.  No  online 
experience  needed  —  will  train, 
j  E-mail  briano@bankrate.com 


I  ASSISTANT  METRO  EDITOR 

The  Fayetteville  Observer-Times,  a 
;  70,000  daily  in  North  Carolina,  needs 
'  an  energetic,  creative  journalist  to  fill 
an  assistant  metro  editor  position. 
Responsibilities  include  sharing  man- 
j  agement  and  editing  duties  with  two 
j  other  assistant  metro  editors  and  lead- 
!  ing  our  business  team.  We  want 
someone  who  can  coach  reporters,  col¬ 
laborate  with  co-workers  and  produce 
good  stories  everyday.  Excellent  oppor- 
j  tunity  for  someone  who  wants  to  move 
up.  Send  cover  letter,  resume  and  work 
j  samples  to  Jeffry  Couch,  assistant 
managing  editar.  The  Fayetteville 
Observer-Times,  P.O.  Box  849,  Fayet- 
I  teville,  NC  28302. 


I  ASSISTANT  PHOTO  EDITOR 

Country  Weekly  Magazine,  based  in 
!  West  Palm  Beach,  Florida,  has  an 
immediate  opening  for  a  detail- 
j  oriented  person  familiar  with  the  coun¬ 
try  music  industry  and  capable  of 
scheduling  multiple  photo  assignments 
i  in  a  high-pressure,  deadline-driven 
I  environment.  Must  possess  strong 
organizational  and  phone  skills.  Must 
j  also  be  proficient  with  Mac  and 
j  WordPerfect  7.0.  Excellent  salary  and 
benefits  package.  Fax  resume  and 
j  salary  requirements  to  (561)  540- 

I  1086. 

!  EOE 


j  _ EDITORIAL _ 

j  ASSOCIATE  EDITORS 

New  Times  is  looking  for  associate 
I  editors  at  its  award-winning  weekly 
newspapers  in  Denver,  Miami,  and  Los 
Angeles. 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
j  editing  test.  Applicants  For  Miami  and 
1  Los  Angeles  must  have  a  strong  back- 
]  ground  in  features,  film  and  the  arts. 

I  Denver  applicants  should  have  a  solid 
news  background. 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 

I  Denver,  CO  802 1 7 

I  No  phone  calls  or  E-mail,  please 


_ EDITORIAL _ 

ASSOCIATE  EDITOR 
Our  growing  and  established  trade 
j  magazines  serving  the  hospitality  and 
event  industry  is  seeking  an  associate 
editor.  Must  have  magazine  experi¬ 
ence  in  areas  of  editing,  proofreading, 

1  layout  and  writing.  Must  have  good 
news  judgment,  be  articulate,  able  to 
I  juggle  several  stories  at  once  and  meet 
stringent  deadlines.  Hospitality  industry 
knowledge  a  plus.  Requires  minimum  3 
years  of  editorial  experience.  Requires 
I  B.A.  in  journalism,  English  or  related 
j  field  and  praficiency  with  MSW.  Com¬ 
petitive  salary  and  benefits  package 
I  offered.  To  opply  your  talents,  send 
j  cover  letter  with  resume,  writing  sam- 
I  pie  and  salary  requirements  to  Human 
Resources  Manager-EP/AE,  Miramar 
Communications,  Inc.  (A  Division  of 
PRIMEDIA  Intertec),  P.O.  Box  8987, 

I  Malibu,  CA  90265-8987.  Fax  (310) 

I  31 7-0234.  www.miramar.com  EOE 


Holiday 

Deadlines 


For  issue 

December  26 

Space  Copy 

Display  12/18  12/21 

Line  12/21  at  5pm  Eastern  time 


For  issue 

January  2 

Space  Copy 

Display  12/23  12/28 

Line  12/28  at  5pm  Eastern  time 


season’s 

greetings!! 
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HELP  WANTED 


_ EDITORIAL _ 

ASSISTANT  EDITOR 
Entry  Level 

Texas  Lawyer,  a  statewide  legal  news¬ 
paper,  seeks  an  assistant  editor  in  its 
Dallas  office.  Duties  include  writing, 
editing  and  proofreading.  Applicants 
should  be  self-starters  and  well- 
organized.  Excellent  opportunity  for 
advancement  with  a  fast-growing 
company.  Send  resume  and  clips  to: 
Joseph  Calve,  editor  and  publisher, 
Texas  Lawyer,  900  Jackson  Street,  Suite 
500,  Dallas,  TX  75202. 

BUSINESS  REPORTER 

Bloomberg  News  is  seeking  a  reporter 
for  its  Toronto  bureau  to  cover  the 
financial-services  industry  in  Canada. 
The  ideal  candidate  will  have  a  mini¬ 
mum  of  two  years  reporting  experi¬ 
ence,  the  ability  to  write  clear  and  con¬ 
cise  copy  and  work  in  a  fast-paced 
deadline-driven  environment.  Experi¬ 
ence  in  covering  the  banking  and/or 
securities  industries  would  be  a 
decided  asset. 

Please  send  resume  and  writing  clips 
to  Howard  Horder,  Human  Resources 
Department  T,  Bloomberg  L.P., 
499  Park  Avenue,  New  York,  NY 
10022.  Fax:  (212)  940-1954;  Email 
hhorder@bloomberg.com  No  phone 
calls,  please.  EOE  M/F/D/V 

Bloomberg  L.P. 

CITY  EDITOR  needed  at  14,500  Cox 
daily  in  eastern  NC.  No. 2  newsroom 
job.  Develop  locol  coverage  and  layout 
front  page.  New  office  and  high-tech 
DTI  system.  Advancement  possible. 
Resume  and  clips  to  Jeff  Herrin,  Rocky 
Mount  Telegram,  P.O.  Box  1080, 
Rocky  Mount,  NC  27802. 

CITY/COPS  reporter  for  2  times  weekly 
in  Central  Florida.  Experience  pre¬ 
ferred,  but  will  consider  recent  gradu¬ 
ate.  Must  perform  in  competitive 
market.  Good  salary/benefits,  401  (k) 
program.  Send  clips/ resume  to  Osceola 
News-Gazette,  P.O.  Box  422068,  Kissi¬ 
mmee,  FL  34742. 

COPY  EDITOR/PAGE  DESIGNER 

The  Daily  Item,  a  30,000-circulation 
regional  newspaper  based  in  central 
Pennsylvania,  is  seeking  a  copy  editor 
with  a  flair  for  page  design.  Page  pro¬ 
duction  experience  using  QuarkXPress 
or  similar  software  and  journalism 
background  preferred.  Send  resume 
with  clips  or  page  designs  by  Decem¬ 
ber  16  to  David  R.  Hilliard,  The  Daily 
Item,  200  Market  Street,  Sunbury,  PA 
1 7801 .  No  telephone  calls,  please. 

EOE 

COPY  EDITOR/PAGINATOR 

Independent  daily  seeks  editor  with 
QuarkXPress  skills.  G3-based  pagination 
system.  Six-day  PM.  Competitive  salary 
and  benefits.  Entry-level  OK.  Send 
resume  and  work  samples  to  Jim  Dean, 
The  Hour,  346  Main  Avenue,  Norwalk, 
a  06851. 


EDITORIAL 


EDITORIAL 


EDITORIAL 


COPY  EDITOR/PAGE  DESIGNER 

The  Observer- Dispatch  in  Utica,  NY, 
a  50,000  Gannett  daily,  is  seeking  a 
news  copy  editor/ page  designer  who 
possesses  strong  editing  and  pre¬ 
sentation  skills.  Responsibilities  include 
selecting  local  and  wire  stories  that 
reflect  reader  interests;  editing  stories 
for  thoroughness,  clarity  and  accuracy; 
and  designing  and  paginating  visually 
appealing  pages.  Please  send  resume 
and  a  half-dozen  samples  of  your  best 
work  to  Rick  Jensen,  editor,  Observer- 
Dispatch,  221  Oriskany  Plaza,  Utica, 
NY  1 3501 .  We  value  diversity. 

COPY  EDITOR:  Entry-level  position  to 
help  take  this  general  excellence  paper 
to  the  next  level.  QuarkXPress,  design 
skills  a  must.  Send  resume,  work  sam¬ 
ples  to  Managing  Editor,  Current- 
Argus,  P.O.  Box  1629,  Carlsbad,  NM 
88221. 

COPY  EDITOR 

The  Times  Leader,  a  55,000/65,000 
Knight  Ridder  daily  newspaper  in 
Wilkes-Barre,  PA,  has  an  immediate 
opening  for  a  copy  editor  on  the  night 
shift.  Experience  is  preferred  but  recent 
graduates  with  journalism  degrees  will 
be  considered.  This  is  an  editing-only 
position  (no  page  design).  Send 
I  resume  and  clips  to  Mike  Liechty,  The 
Times  Leader,  15  North  Main  Street, 
f  Wilkes  Barre,  PA  18711-0250.  We 
I  are  an  Equal  Opportunity  Employer  com¬ 
mitted  to  diversity  in  the  workplace. 

DESIGN  AND  DEVELOP  the  Retirement 
Channel  on  Intuit's  www.Quicken.com 
Work  with  content  partners  to  integrate 
tools  and  editorial  material .  Select  content 
to  republish  the  site.  You'll  need  excellent 
[  writing  skills,  1  year  of  producing  on- 
!  line  content.  5+  years  in  media, 

I  Internet,  or  software  industry,  knowl¬ 
edge  of  retirement  planning,  savings 
plans  (401  (k),  403(b)),  and  investing. 
Please  E-mail  your  resume  to: 

intuitcareers@intuit.com 
or  fax  to  (650)  944-6644 

I  ■ 

I  EDITQR  WANTED  for  Robb  Report,  a 
New  England-based  International 
magazine.  We  want  everything  in  one 
sharp  person.  Senior  experience  and 
professionalism,  an  appreciation  of 
fine  writing  and  wise  editing.  Asser¬ 
tiveness,  humor,  verve,  sharpness, 
absolute  dedication  to  the  magazine 
and  mild  obsession  for  hard  work  and 
staying  ahead  of  the  power  curve 
while  noving  fun.  Respond  with  cover 
letter,  resume  and  salary  history  to 
Mary  Flanagan,  Robb  Report,  One 
;  Acton  Place,  Acton,  MA  01 720. 

EDITOR  sought  for  The  Colorado 
Springs  Independent,  the  fast  growing 
feisty,  35,000  circulation,  five-year-old 
alternative  newsweekly  in  Colorado's 
second  largest  market  (nestled  at  the 
I  foot  of  the  Rockies).  Qualifications:  5+ 
years  reporting,  editing  and  manage- 
I  ment  experience,  ability  to  lead  a 
talented  staff  of  five  journalists  and  a 
dozen  freelancers  as  well  as  the  desire 
to  work  for  a  progressive  newspaper  in 
i  a  very  conservative  city.  Competitive  com- 
I  pensation  package.  Send  resume,  letter 
I  and  clips  to:  C  &  D  Recruiting,  Attn: 

!  Kristin  Lorenz,  Box  634,  Cascade,  CO 
I  80809. 


EDITOR 

WEEKLY  BUSINESS  PUBUCATION 
We  are  looking  for  an  editor  to  pro- 
!  vide  leadership  and  direction  for  a 
!  staff  of  four  reporters,  a  research 
I  director  and  a  managing  editor.  Must 
hove  a  passion  for  business  news,  a 
willingness  to  get  involved  in  the  com- 
.  munity  to  build  our  publications  pres- 
:  ence,  and  the  ability  to  deliver  a  three 
minute  segment  on  a  local  morning 
news  program.  We  are  part  of  Amer¬ 
ican  City  Business  Journals  and  offer 
i  a  competitive  compensation/benefits 
package.  If  you  have  a  degree  in  jour¬ 
nalism,  experience  in  both  reporting 
and  editing  and  are  looking  for  an 
I  opportunity  to  take  on  the  responsibil- 
I  ity  for  our  news  product,  please  fax 
j  your  resume  to  John  Ek,  publisher, 

I  Wichita  Business  Journal  at 
(316)267-8570 

^  EDITORIAL  ASSISTANT 

1  LOOT  -  New  York's  largest  classified 
I  publication  seeks  a  sharp,  energetic 
individual  to  assist  in  the  running  of  its 
classified  ads  department.  Candidates 
must  have  excellent  writing  skills, 
exemplary  customer  service  skills  and 
knowledge  of  WORD  and  EXCEL. 
Great  opportunity  for  advancement. 

:  Excellent  benefits.  Fax  resume  and 
I  cover  letter  to  (2 1 2)  965- 1 882. 

I  EDITORS  &  WRITERS  WANTED. 

I  Monthly  bulletin  lists  200■^  current 
i  openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  2001 6;  (703)  506-4400. 

EDITOR 

i  Triad  Business  News,  the  NC  Piedmont 
I  area's  established  business  weekly,  is 
'  looking  for  an  editor.  This  is 
the  top  editorial  position  at  the  news¬ 
paper,  reporting  to  the  publisher. 
We're  looking  for  a  candidate  who 
1  knows  news  and  who  understands  busi- 
,  ness.  The  editor  must  have  the  energy 
I  to  motivate  and  manage  a  young  and 
I  talented  staff  of  reporters,  the  knowl- 
'  edge  to  work  with  a  seasoned  copy 
desk,  the  talent  to  make  the  product 
look  great,  and  a  visible  presence  In 
business  community  activities.  A  mini¬ 
mum  of  three  years  editing  experience 
at  a  weekly  or  daily  required.  Please 
reply  in  confidence  with  examples  of 
work,  resume,  recent  salary  history 
and  cover  letter  to: 

I  Publisher 

Triad  Business  News 
i  P.O.  Box  1 8249 

i  Greensboro,  NC  27419 


Send  EffP 
Box  Replies  to: 

Editor  &  Publisher 
Classified  Ad  Dept. 

1 1  West  19th  St. 
New  York,  NY  10011 


EXPERIENCED  REPORTER 

'  The  Observer-Dispatch  in  Utica,  NY, 
a  50,000  Gannett  daily,  is  seeking  a 
hard-hitting,  passionate  and  productive 
i  reporter  to  cover  a  challenging  gov¬ 
ernmental  beat.  At  least  two  years  of 
daily  experience  is  a  must;  computer- 
assisted  reporting  knowledge  is  a  plus. 

;  Please  send  your  resume  and  six  report- 
I  ing  samples  to  Rick  Jensen,  editor, 
Observer-Dispatch,  221  Oriskany 
Plaza,  Utica,  NY  13501.  We  value 
diversity. 

EDUCATION  WRITER 

Education  writer  sought  for  high 
j  enterprise,  high  profile  beat  for  The 
i  Morning  Call,  a  Times  Mirror  newspa- 
;  per  (1 76,000  Sunday;  1 27,000  daily). 

I  Reporter  will  be  lead  writer  covering 
topical  and  trend  stories  on  primary 
and  secondary  schools,  and  the  10 
I  area  private,  public  and  community  col- 
i  leges,  as  well  as  tracking  national  and 
'  state  issues  as  they  relate  to  our  circula¬ 
tion  area.  The  education  reporter  will 
report  to  the  Metro  desk,  get  coaching 
from  a  lead  education  editor,  and 
:  often  work  projects  in  a  team  with 
i  other  reporters  responsible  for  educa- 
j  tion  coverage  in  bureaus  and  main 
I  office.  Send  resume,  clips,  references 
and  a  letter  describing  what  you  would 
do  with  the  education  beat  to  David  M. 
Erdman,  metro  editor.  The  Morning 
Call,  P.O.  Box  1 260,  Allentown,  PA 
,  18105-1260. 

EXECUTIVE  NEWS  EDITOR 
Internet  Industry  Publishing,  o  Son 
I  Francisco-bosed  business  magazine 
focused  on  the  Internet,  is  looking  for 
an  executive  news  editor.  This  person 
will  manage  a  team  of  reporters  and 
stringers  in  both  the  U.S.  and  abroad, 
edit  news  and  features  and  help  train 
junior-level  staff.  He  or  she  will  also  be 
responsible  for  developing  and  main¬ 
taining  close  working  relationships  with 
senior  executives  in  the  technology  and 
Internet  industries  and  the  financial  com- 
i  munity,  and  for  working  collaboratively 
with  other  members  of  the  senior 
editorial  management.  The  successful 
j  candidate  will  hove  a  B.A./B.S.  in  English 
I  or  journalism  and  at  least  5  years 
j  experience  as  an  executive  news  editor 
;  or  writer  in  information  technology.  In- 
depth  knowledge  of  information 
technologies  is  required. 

i  Please  send  resume  to  (IS)  Director  of 
Human  Resources,  ATTN:  Sue  Murphy, 
501  Second  Street,  Suite  #404,  San 
Francisco,  CA  941 07. 

FAST,  STRONG  WRITER  to  cover 
I  Microsoft's  new  media  businesses  and 
!  sales  organizations.  7-10  years  hi-tech 
I  journalism  experience  required.  Fax 
I  resume  to  (425)  885-0848. 

FEATURES  DESIGNER 
'  The  Daily  News  of  Los  Angles  seeks  a 
features  designer  who  can  show 
creativity  on  both  standard  and  tab 
pages.  The  ideal  candidate  has:  at 
least  5  years  experience,  standard  and 
;  tab  design  skills  and  can  create  award- 
:  winning  travel,  fashion,  lifestyle  and 
i  entertainment  layouts.  Send  resume 
j  and  clips  to:  Sharyn  Betz,  features 
j  editor.  Daily  News,  P.O.  Box  4200, 
Woodland  Hills,  CA  91 365. 


www.medlainfo.com 


EDITOR  &  PUBLISHER  DECEMBER  12.  1998 


63 


CLASSIFIED 


11  W  1 9th  Street,  New  York,  NY  1 001 1  Phone  (21 2)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo,com 


HELP  WANTED 


_ EDITORIAL _ 

FIELD  REPORTER 

Full-time  bureau  position  with  Capital 
Press,  a  weekly  38K  circulation  agricul¬ 
tural  newspaper  covering  WA,  OR,  ID 
and  North  and  central  CA.  Person 
must  live  in  the  Columbia  Basin  area  of 
East  WA  or  Umatilla,  Morrow  County 
in  northeast  OR.  Work  out  of  their 
home,  communicate  with  home  office 
in  Salem,  OR  by  modem.  We  cover 
production,  ogriculture,  food  pro¬ 
cessing  and  a  variety  of  agriculture 
related  issues.  Qualifications:  Three 
years  news  reporting,  photography 
and  computer  expertise,  journalism 
education,  agriculture  background  or 
familiarity  with  agriculture.  Must  be 
willing  to  travel  Columbia  Basin  to 
cover  interesting,  diverse  industry. 
Send  letter  of  application,  resume,  writ- 
ing/phofo  samples  to  Carolyn  Homan, 
managing  editor,  P.O.  Box  2048, 
Salem,  OR  97308. 


MEDICAL  BEAT  REPORTER 

Seasoned  writer  needed  to  cover 
medical  and  health  care  beat  in  North 
Carolina,  focusing  on  patient  care, 
medical  research  out  of  the  University 
of  North  Carolina  and  Duke  University, 
public  health  issues,  and  other 
medical/health  news  that  highlights 
drama  in  the  changing  world  of  medi¬ 
cine.  Premium  on  reporting  prowess, 
enterprise,  energy  and  strong  writing. 
Send  your  resume  and  clips  to: 

Medical  Reporter 
Melanie  Sill,  Managing  Editor 
The  News  &  Observer 
P.O.  Box  191 
Raleigh,  NC  27602 


; _ EDITORIAL _ 

LOCAL  EDITOR 

The  TimesDaily  in  northwest  Alabama, 
a  New  York  Times-owned  paper, 

:  needs  an  aggressive  editor  to  manage 
city  reporters.  We  cover  a  four-city 
area  and  are  located  within  two  hours 
I  of  Birmingham,  Nashville  and 
i  Memphis.  Minimum  three  years  of 
!  news  management  experience. 

Excellent  salary  and  benefits.  Contact 
I  Noel  Nash,  managing  editor,  at  (256) 

:  740-5721,  219  W.  Tennessee  Street, 
Florence,  AL  35630  or  Email: 

nashn@nytimes.com 

MANAGING  EDITOR:  The  Thomasville 
I  Times-Enterprise  needs  a  top  editor 
!  who  will  work  closely  with  the  Circula¬ 
tion  Department  to  grow  readership  in 
South  Georgia.  We're  seeking  a 
leader  who  has  a  clear  record  of 
I  newsroom  achievement  to  guide  this 
year's  state  “general  excellence"  win¬ 
ner  to  continued  success.  The  ideal 
candidate  will  have  strong  editing, 
pagination  and  teaching  skills.  The 
Times-Enterprise  is  a  10,500  circula¬ 
tion,  six-day  paper,  located  in  a  charm- 
!  ing  city.  Competitive  pay,  excellent 
benefits  package.  Send  resume,  work 
samples  to  Lou  Ziegler,  vice  president/ 
readership,  Thomson  South  Georgia 
Newspapers,  201  N.  Troup  Street, 
Valdosta,  GA  31 601. 

E-mailatlou30@surfsouth.com 


MUSIC  EDITORS 

New  Times  has  immediate  openings 
for  music  editors  at  its  weekly  newspa¬ 
pers  in  Houston,  San  Francisco  and  Ft. 
Lauderdale.  Strong  writing  skills  essen¬ 
tial.  Job  entails  planning/editing  music 
section,  hiring  freelance  reviewers,  and 
writing  a  local  music  column  as  well  as 
non-music  feature-length  pieces.  Send 
cover  letter,  resume  and  five  best  clips 
to  Andy  Van  De  Voorde,  executive 
associate  editor.  New  Times,  Inc.,  P.O. 
Box  5970,  Denver,  CO  80217. 

No  calls  or  E-mail,  please 


EDITORIAL 


EDITORIAL 


JSHER  seeks  (determined,  seasoned 
reporter  and  lively  writer  for  New  York-based  busi¬ 
ness/media  beat.  Person  required  to  write  deadline 
news  stories  as  well  as  in-depth  analytical  stories. 
Sense  of  humor  required. 

Also,  looking  for  a  general  assignment  reporter  based 
in  New  York.  Person  must  be  a  dogged  reporter  and 
stylish  writer.  Position  requires  the  ability  to  handle 
wide  range  of  subjects,  especially  new  media.  Sense  of 
humor  a  requisite. 

Mail  resume  and  clips  to: 

Steve  Yahn, 
senior  managing  editor 

The  Editor  &  Publisher  Company 
11  West  19th  Street, 

New  York,  NY  10011 


_ EDITORIAL _ 

i  MUSIC  NEWS  EDITOR  WANTED  for 
I  30-40  hours  a  week  of  contract  work 
j  in  San  Francisco  office  of  the  online 
SonicNet  Network.  SonicNet  Network 
includes  SonicNet  and  Addicted  To 
1  Noise  websites.  Fax  resume  to  (415) 
j  551 -9970  or  E-mail: 

nickt@sonicnet.com 


NEWS  EDITOR  position  open  at  an 
upper  Great  Plains  award-winning 
weekly.  Strong  writing,  photography 
skills  are  a  must.  Competitive  pay  with 
full  benefit  package.  Reply  to  Box  0871 0, 
Editor  &  Publisher. 


OUR  GROWING  and  established 
trade  magazines  serving  the  haspitality 
I  and  event  industry  is  seeking  a  top 
]  editor.  Must  have  proven  experience  in 
magazine  design,  budget  and  man- 
I  agement  responsibility.  Strong  writing 
'  and  planning,  editing  and  art  direction 
required.  Hospitality  industry  knowl¬ 
edge  a  plus.  Minimum  7  years  experi- 
j  ence  in  editorial  (3  as  tap  level  editor). 

I  Must  be  articulate  and  confident  to 
represent  the  publication  at  industry 
meetings.  Requires  B.A.  in  Journalism, 
English  or  related  field.  Competitive 
salary  and  benefits  package  offered. 
To  apply  your  talents,  send  cover  letter 
with  resume,  writing  samples  and 
;  salary  requirements  to  Human  Resources 
Manager-Ep/EDITOR,  Miramar  Commu¬ 
nications,  Inc.  (A  Division  of  PRIMEDIA 
*  Intertec),  P.O.  Box  8987,  Malibu,  CA 
'  90265-8987. 

Fax:(310)317-0072 
!  www.miramar.com  EOE 


i _ EDITORIAL _ 

REPORTER 

j  Immediate  opening  at  1 3,000  circula¬ 
tion  daily  on  the  beautiful  southeastern 
seaboard.  Ideal  candidate  will  be  look- 
i  ing  to  cover  hard  news,  work  a  beat, 

^  and  handle  some  general  assignment 
work.  One  year  professional  experi¬ 
ence  preferred,  but  sharp  recent  jour- 
:  nalism  graduate  welcome.  Join  our 
team  and  be  only  3  hours  from  Wash¬ 
ington,  DC.  Send  your  resume  along 
j  with  clips  to  Wade  Nelms,  managing 
'  editor.  Daily  Herald,  P.O.  Box  520, 

!  Roanoke  Rapids,  NC  27870. 

REPORTER 

National  award  winning  Gulf  Coast 
newspaper  with  more  than  100,000 
daily  circulation  seeks  experienced, 
aggressive,  fair-minded  reporter  to 
I  cover  local  government  issues.  Those 
who  rely  on  just  covering  meetings 
need  not  apply.  Internet  and  computer 
I  assisted  reporting  skills  required,  as 
are  strong  enterprise  clips.  Salary  com¬ 
mensurate  with  experience.  Reply  to  Box 
08696,  Editor  &  Publisher 

i  REPORTERS,  COPY  EDITORS 
j  In  anticipation  of  expansion,  we  are 
:  inviting  reporter  and  copy  desk  applica¬ 
tions.  A  minimum  of  one  year's  experi¬ 
ence  is  preferred.  Copy  desk  appli- 
‘  cants  should  have  QuarkXPress  experi¬ 
ence  and  pagination  skills.  If  growing 
with  a  seven-day  daily  on  norida's 
!  Atlantic  coast  appeals  to  you,  write: 
Editor,  The  Boca  Raton  News,  33  S.E. 
Third  Street,  Boca  Raton,  FL  33432. 


PAGE  DESIGNER/COPY  EDITOR 
The  Durango  Herald,  a  10,000  circula¬ 
tion  AM  in  spectacular  Southwest  Col-  I 
orado,  has  two  openings.  One  is  for  a 
copy  editor  and  page  designer  who  1 
will  handle  news,  features  and  some  j 
sports  pages.  The  other  is  for  o  page 
designer  and  photo  technician.  Both 
positions  require  the  ability  to  edit  copy  j 
to  high  standards,  write  headlines, 
design,  paginate  in  QuarkXPress  and  | 
proofread.  The  second  position 
requires  familiarity  with  Photoshop. 
Send  letter,  resume  and  work  samples  1 
to  Dovid  Stoats,  managing  editor, 
Durango  Herald,  P.O.  Drawer  A,  ; 
Durango,  CO  8 1 302. 

www.durangoherald.com 

REPORTER-  Upstate  New  York  weekly 
has  immediate  opening.  Ideal  candi-  i 
date  can  handle  government,  police,  ] 
features,  and  a  camera.  Resume,  clips 
to  Box  0871 6,  Editor  &  Publisher. 


REPORTER 


Are  you  an  enterprising  reporter  who 
can  initiate,  organize  and  develop  cov¬ 
erage  for  both  geographic  and  topical 
beats?  The  Enterprise  in  Brockton,  MA,  i 
is  looking  for  a  versatile  reporter  with 
the  skill  to  wring  telling  details  from 
breaking  news,  spot  trends,  dig  out  | 
exclusive  stories  from  the  rush  of  events  ; 
and  craft  information-packed  features. 
This  is  a  position  in  which  a  self-starter  i 
with  the  drive  to  develop  professionally  i 
can  excel.  We  are  a  growing  East  I 
Coast  daily  situated  halfway  between  ' 
Boston  and  Cape  Cod.  Send  letters, 
resumes  and  samples  of  your  best  work 
to:  Steve  Damish,  city  editor.  The  i 
Enterprise,  P.O.  Box  1450,  60  Main 
Street,  Brockton,  AAA  02303.  i 


REPORTERS.  Zone  7  31,000  morning 
daily  has  two  reporter  positions  open. 
Aggressive,  thorough  reporter  sought 
for  statehouse  bureau.  Second  position 
is  for  combination  medical,  military, 
and  veterans  affairs  beat.  Daily  expe¬ 
rience  a  must  for  both  positions.  Send 
cover  letter  and  resume  with  references 
and  samples,  to  Box  08708,  Editor  & 
Publisher. 


NEWS 

Makes  The  Difference 

♦  Ecjitor  &  Publisher  is 
NOT  a  monthly  journalism 
review. 

♦  Editor  &  Publisher  is 
NOT  a  monthly  associa¬ 
tion  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

EDITOR  &  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 
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HELP  WANTED 


The  Daily  Iberian,  in  the  heart  of  Louis¬ 
iana's  Cajun  Country,  is  looking  for  a 
general  assignment  reporter  for  our  7- 
day,  1 5,000-circulation,  award-win¬ 
ning  newspaper.  The  ideal  candi¬ 
date  will  have  strong  writing,  spelling 
and  grammar  skills,  as  well  as  an 
intense  curiosity.  Send  cover  letter, 
resume  and  clips  to  James  Smith, 
managing  editor.  The  Daily  Iberian, 
P.O.  Box  9290,  New  Iberia,  LA 
70562  or  fax  to  (3 1 8)  367-9640  or 
Email  to  dailyiberian@AISP.net 


I _ EDITORIAL _ 

j  SPORTS  BUREAU 

Cover  the  bigs:  Colts,  Pacers,  lU, 

1  Purdue,  Notre  Dame...  We  seek  a 
!  writer  who  will  deliver  compelling  cov¬ 
erage,  analysis  and  apinion  for  a  cen- 
I  tral  Indiana  newspaper  group  with 
116,000  paid  circulation.  Must  have 
I  the  desire  and  determination  to 
j  become  No.  1  in  a  major  metro  market, 
j  Send  clips  and  resume  to  Wayne 
Lowman,  Kokomo  Tribune,  P.O.  Box 
I  901 4,  Kokomo,  IN  46904-90 1 4. 

I  ROOM  TO  WRITE 


_ EDITORIAL _  I _ EDITORIAL _ 

SPORTS  EDITOR  is  needed  for  the  !  THE  ARIZONA  DAILY  STAR  in  Tucson 
Americus  Times-Recorder,  a  7,200  |  seeks  a  college  football  writer  to  cover 
circulation  newspaper  in  Southwest  !  the  Pac-10's  University  of  Arizona 
Georgia.  The  five-day  paper  covers  i  Wildcats.  Writer  must  be  a  hard- 
prep  and  some  college  sports.  Strong  :  working,  versatile  journalist  who  can 
writing,  editing  and  organizational  i  write  colorful  features,  off-field  news 
skills  required.  Knowledge  of  QuarkX-  i  and  compelling  deadline  stories.  Please 
Press  a  must.  Please  send  resume,  clips  1  send  resume  and  clips  to  Sports  Editor 
and  references  to  Beth  Alston,  manag-  i  B.J.  Bartlett,  The  Arizona  Daily  Star, 
ing  editor,  P.O.  Box  1247,  Americus,  i  P.O.  Box  26807,  4850  SoutI 


SPORTS  REPORTER 

Alexandria  Daily  Town  Talk,  40,000 


I  Avenue,  Tucson,  AZ  85726-6807. 

i  THE  FRESNO  BEE,  Central  California's 
:  leading  newsjxiper,  is  looking  for  an 


We're  looking  for  an  aggressive 
reporter  with  an  aversion  to  writing 
boring  copy.  Reporter  will  write  for  the 
Naples  Daily  News,  a  50,000- 
circulation  daily,  and  the  Bonita  Ban¬ 
ner,  a  30,000-circulation  twice  weekly. 
We're  in  a  comj^etitive  market  in  one 
of  the  country's  fastest-growing  areas, 
and  both  papers  are  consistently 
judged  amongst  the  state's  best  in  their 
circulation  classes.  Send  resume,  clips 
to  Todd  Pratt,  Bonita  Banner,  P.O.  Box 
40,  Bonita  Springs,  FL  341 33  or  Email: 
tjpratt@naplesnews.com 

SENIOR  REPORTERS:  Investor's  Busi¬ 
ness  Daily,  America's  fastest-growing 
newspaper,  seeks  experienced  national 
issues  and  economics  reporters  for 
assignment  in  Washington  or  Los 
Angeles.  Salary  commensurate  with  pro¬ 
fessional  journalism  experience.  Send 
resumes  and  clips  to:  Paul  Sperry, 
deputy  editor.  Editorial  Department, 
Investor's  Business  Daily,  1 2655 
Beatrice  Street,  Los  Angeles,  CA 
90066,  or  fax  to  (3 1 0)  577-7350. 


CLASSIFIED 

ADVERTISING 

DEADLINES 

In-Column 

Advertisements 

Tuesday  noon  (EST) 
for  following 
Saturday  issue 

Classified 

Display 

Friday  5pm  (EST) 

8  days  prior  to 
publication 


New  Times  is  looking  for  experienced  !  circulation  doily  in  central  Louisiana,  i  energetic  innovative  Assistant  Futures 

news  and  feature  writers  to  staff  its  i  has  opening  for  a  sports  reporter  to  Editor  to  help  s^l^  the  character  and 

hard-hitting  weekly  papers  in  Phoenix,  cover  local  sports,  minor  league  :  direction^of  all  futures  sections.  Tho^ 

I  Denver,  Miami,  DaOas,  Houston,  San  1  hockey  and  baseball.  QuarkXPress  skills  i  "Ttei-ested  should  have  strong  word- 

'  Francisco,  Los  Angeles,  Ft.  Lauderdale,  !□  ol'  Some  reoortina  exoerience  excellent  news  judgmen 

'  Cleveland  and  St  Louis  We  oublish  J  ^  J  c  J  .  ^  ®  i  ^i-  .the  ability  to  motivate  a  creative  staff 

^leveiana  ana  or.  louis.  we  puoiisn  |  desired.  Send  resume  and  clips  to  „  i 

I  in-depth,  well-crafted  stories  that  Human  Resources,  Alexandria  Daily  i  11°  Thlull 

explore  the  issues,  events  and  |  Talk,  P.O.  Box  7558,  Alex-  hntTst  oil  visuorilToroln?™ 

I  personalities  that  make  our  com-  '  j,-  i  a  71  -sox  °  organiza- 

munities  tick.  Our  stories  inform  and  |  °  '  tional  skills  as  well  as  previous  experi- 

I  entertain  readers,  provoke  strong  reac-  i  _ _ ! _  ence  in  news  or  features  at  a  daily 

j  tions  and  win  national  awards.  SPORTS  WRITER  I  Please  send  a  resume, 

1  cover  letter  and  samples  of  your  work 

If  you  understand  the  difference  j  Daily  Newspaper  seeking  experienced  '  by  December  30th  to: 

betw^n  magazine-style  reporting  and  !  sports  writer.  Minimum  two  years  daily  ,  „  T^Eresno^ 

the  hurrieJ  fact-finding  of  daily  1  n^spaper  experience;  deglee  in  jour  '  Human  Resources  Detriment 

“  rLs !  „io„ ; 

researched  ,  we  want  to  hear  from  you.  '  QuarkXPress  pagination  ;  resume@tresnobee.com 

There  are  'immediate  openings  for  j  °  ^  J !  An  Equal  Opportunity  Employer 


has  opening  for  a  sports  reporter  to 
cover  local  sports,  minor  league 
hockey  and  baseball.  QuarkXPress  skills 
a  plus.  Some  reporting  experience 
desired.  Send  resume  and  clips  to 
Human  Resources,  Alexandria  Daily 
Town  Talk,  P.O.  Box  7558,  Alex¬ 
andria,  LA  71 306  or  Email  to: 

|3ersonnel@thetowntalk.com 

SPORTS  WRITER 


;  If  you  understand  the  difference  1  Daily  Newspaper  seeking  experienced 
j  betw^n  magazine-style  reporting  and  !  sports  writer.  Minimum  two  years  daily 
!  the  hurried  fact-finding  of  daily  ;  newspaper  experience;  degree  in  jour- 
!  papers,  if  your  copy  is  as  much  q  j  Comoetitive  salarv 


I  pleasure  to  read  as  it  is  well 
I  researched,  we  want  to  hear  from  you. 

1  There  are  immediate  openings  for 
I  news  writers  in  Miami,  Phoenix,  Ft. 

^  Lauderdale,  Cleveland  and  St.  Louis. 

,  New  Times  is  committed  to  building  a 
I  diverse  workforce  and  acknowledges 
1  the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
I  need  to  put  the  news  in  perspective 
j  and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 
Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-develo|3ed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


newsfxiper  experience;  degree  in  jour¬ 
nalism  preferred.  Competitive  salary 
and  benefits.  QuarkXPress  pagination 
experience  a  must.  If  you  are  self- 
motivated,  organized,  and  deadline- 

driven,  send  cover  letter,  resume  and  clips  |  THE  FRESNO  BEE,  Central  California's 
•o:  I  leading  newspojser,  seeks  a  Sports 

Phil  Van  Hulle  ^®py  Editor.  The  successful  candidate 

The  Macomb  Daily  ;  will  oe  a  strong  editor  adept  at  improv- 

P.O.  Box  707  I  ing  staff  copy  and  compiling  a  compel- 

Mt.  Clemens,  Ml  48046  |  ling  wire  report,  and  a  person  who  is 

eager  to  be  part  of  a  team.  Applicants 
TEAM  LEADER  -  The  St.  Paul  Pioneer  \  should  hove  3-5  years  experience,  pref- 

Press  needs  an  energetic  assigning  |  erably  on  a  sports  copy  desk.  Strong 


editor  to  handle  general  assignments 
and  public  safety  coverage.  You  have 
six  reporters  and  your  job  is  to  res|x>nd 
quickly  to  breaking  news,  generate 
timely  enterprise  and  bring  a  solutions- 
based  attitude  to  jsolice  and  court  cov¬ 
erage.  Supervisory  exf^erience  a  must. 
Send  resume  and  work  samples  to 
Dave  Peters,  senior  editor,  345  Cedar 
Street,  Saint  Paul,  MN  55101 .  Email: 
df)eters@pioneerpress.com 


computer  skills  and  the  ability  to  work 
well  under  pressure  are  a  must;  man¬ 
agement  exjserience  is  desired.  Please 
send  a  resume  and  cover  letter  by 
December  30th  to: 

The  Fresno  Bee 

Human  Resources  Department 
1 626  E  Street 
Fresno,  CA  93786 
Email:  resume@fresnobee.com 
An  Equal  Opportunity  Employer 


The  San  Diego  Union-Tribune  seeks  an  j 
innovative  desk  person  with  a  flair  for  : 
design  who  wants  to  become  a  key  j 
meniber  of  our  motivated  Sports  team.  I 
I  Must  be  skilled  in  layout  as  well  as 
I  design  using  QuarkXPress.  Must  edit  ^ 

I  copy  with  diligence  and  write  lively  j 
headlines  under  tough  deadlines.  Send  I 
resume  and  work  samples  to  Steve  Pro-  j 
sinski,  senior  editor  for  Business  and  j 
Sfjorts,  San  Diego  Union-Tribune,  P.O.  i 
Box  191 ,  San  Diego,  CA  921 12.  I 

SPORTS  EDITOR  ! 

'  For  a  reporter  with  organizational  skills  | 
j  or  desk  editor  looking  to  move  up,  j 
I  enjoy  the  freedom  to  write  in  a  daily  j 

j  with  nearly  200  years  of  award-  | 

winning  history.  Cover  competitive  I 
western  Pennsylvania  high  school 
sports,  following  alumni  to  college  and 
pros.  Page  design  in  QuarkXPress, 
photography  a  plus.  If  you  can  write, 
organize,  we'll  train  you  in  the  rest. 
Send  resume,  references  and  samples  | 
to  Executive  Editor,  Bedford  Gazette,  ' 
424  West  Penn  Street,  Bedford,  PA  j 
15522.  I 


REPORTER 

The  Chronicle  of  Philanthropy  has  an  opening  for  a  reporter  in  its 
Washington  headquarters.  The  Chronicle  is  a  biweekly,  independent 
newspaper  that  covers  the  non-profit  world. 

We're  looking  for  applicants  who  demonstrate  strong  writing,  reporting, 
and  analytical  skills  and  who  have  an  ability  to  make  complicated  issues 
lively  and  compelling.  Experience  covering  business  is  a  plus. 

The  job  provides  excellent  salary  and  fringe  benefits,  plus  generous 
opportunities  for  travel  to  pursue  stories.  The  successful  candidate  will 
have  an  unusual  opportunity  to  shape  coverage  of  topics  not  generally 
covered  by  the  rest  of  the  press. 

To  learn  more  about  The  Chronicle,  please  see  our  Web  site  at 
http://philanthropy.com 

or  call  Danielle  Reed  at  (202)  466-1200  to  ask  for  sample  copies. 
To  apply,  please  send  a  broad  array  of  clips  and  a  resume  to  Stacy 
Palmer,  Editor,  The  Ch-onicle  of  Philanthropy,  1255  23rd  Street, 
Washington,  D.C.  20037.  Letters  of  inquiry  may  also  be  sent  to 

editor@chronicle.com 
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HELP  WANTED 


_ EDITORIAL _ 

THE  PRESS  ENTERPRISE,  160,000  plus 
circulation  leader  in  Soutfiern  Califor¬ 
nia's  intensely  competitive  Inland 
Empire,  seeks  a  metro  editor  to  lead  a 
team  of  60  reporters  and  editors  cover¬ 
ing  one  of  the  hottest  growth  areas  in 
the  country.  We  need  a  newsroom 
leader  who  can  maintain  our 
dominance  in  local  coverage  in  compe¬ 
tition  against  some  of  the  biggest 
dailies  in  the  country.  Solid  reporting 
and  editing  experience  requireo. 
Resume  ana  references  to  Joe  Happ, 
The  Press-Enterprise,  Box  792,  Riverside, 
CA  92502. 

THE  RUTLAND  HERALD,  the  award¬ 
winning  state  newspaper  of  mid- 
Vermont,  has  two  openings.  This  is  an 
excellent  opportunity  to  join  a  long- 
established  independent  newspaper 
with  a  strong  statewide  and  local 
report.  Enjoy  the  beauty  of  the  Green 
Mountains  and  high  journalism  stan¬ 
dards. 

COPY  EDITOR-lf  you  are  an  energetic 
copy  editor  who  can  design  dynamic 
pages,  join  the  Herald's  fully 
paginated  {QuarkXPress)  copy  desk. 
Send  letter,  resume  and  sample  pages 
to  John  Van  Hoesen,  Managing  Editor, 
P.O.  Box  668,  Rutland,  VT  05702. 
REPORTER-City  Desk-News,  feature 
and  enterprise  reporting  in  the  Rutland 
region.  Develop  big  picture  stories  for 
poge  one.  Send  Tetter,  resume  and 
clips  to  Jo-Anne  MacKenzie,  city 
editor,  P.O.  Box  668,  Rutland,  VT  05702. 


THE  ST.  LOUIS  POST-DISPATCH,  the 
Ragship  of  the  Pulitzer  Publishing  Co. 
se^s  an  ONLINE  NEWS  EDITOR  to 
oversee  the  digital  transmission  of 
news.  This  person  will  supervise  the 
production  staff  of  our  online  operation 
POSTnet,  and  its  day-to-day  opera¬ 
tions. 

Candidates  should  have  at  least  five 
years  experience  in  daily  journalism, 
including  significant  editing  and  man¬ 
agement  experience.  Proficiency  in  the 
Internet  is  preferred.  We  seek  an  indi¬ 
vidual  who  is  flexible,  highly 
organized,  works  collaboratively, 
exercises  good  news  judgment,  thinks 
creatively  and  exhibits  a  sense  of 
humor. 

To  apply,  submit  a  resume  and  cover 
letter  to  Cynthia  Todd,  director  of 
recruitment,  St.  Louis  Post-Dispatch, 
900  N.  Tucker  Boulevard,  St.  Louis, 
MO  631 01  by  DECEMBER  18, 1998. 


_ EDITORIAL _ 

THE  WINSTON-SALEM  JOURNAL 
seeks  an  experienced  reporter  for  its 
award-winning  business  section. 
Winston-Salem  is  a  regional  retail  cen¬ 
ter  at  the  center  of  the  tobacco  indus¬ 
try.  It  is  also  home  to  two  major  banks 
and  a  growing  health-care  sector. 
Please  send  a  resume  and  your  1 0  best 
clips  to  Jim  Loughrum,  assistant 
managing  editor  for  News,  Winston- 
Salem  Journal,  P.O.  Box  3159, 
Winston-Salem,  NC  27102. 

THE  SEATTLE  TIMES  is  looking  for  an 
Assistant  Entertainment  Editor.  Candi¬ 
dates  should  have  strong  editing  and 
supervisory  experience  in  daily  news¬ 
papers,  as  well  as  an  ability  to  work 
well  with  writers,  designers  and  the 
copy  desk.  Extensive  knowledge  of  pop  . 
culture  and  the  arts  is  a  must.  We're 
looking  for  someone  who  can  make  the 
trains  run  on  time,  and  also  wants  an 
opportunity  to  innovate,  brainstorm 
and  put  new  ideas  on  the  table.  Send 
cover  letter,  resume  and  clips  to  Doug 
Kim,  arts  and  entertainment  editor, 
P.O.  Box  70,  Seattle,  WA  981 1 1 . 


i  _ EDITORIAL _ 

i  TWO  IMMEDIATE  REPORTER  OPEN¬ 
INGS:  The  Winchester  Star,  a  growing 
daily  in  the  midst  of  exciting  changes, 
has  two  openings  on  its  news  staff. 
One  position  will  cover  a  dynamic 
four-year  college  and  expanding  com¬ 
munity  college,  and  a  small  public 
school  system  that  thinks  big.  The  other 
is  for  a  general  assignment  writer  who 
'  will  help  paint  the  bigger  picture.  The 
I  Winchester  Star  offers  a  starting  salary 
:  that's  competitive  with  the  national 
average  for  a  mid-20,000s  circulation 
j  paper,  benefits,  and  the  opportunity  to 
j  advance.  We  are  PM  Monday-Friday 
j  and  AM  Saturday,  gearing  up  for  a 
!  TOTAL  AM  conversion  in  2000. 

Send  resume,  clips  to  Ron  Morris, 

]  Managing  Editor,  The  Winchester  Star, 

!  Winchester,  VA  22601. 


SEND  E&P  BOX  REPLIES  TO: 

Editor  &  Publisher 
Classified  Ad  Dept. 

1 1  West  19th  St. 

New  York,  NY  1(X)11 


_ FINANCE _ 

CONTROLLER 

Western  NY  daily,  Sunday,  weekly 
!  family  newspaper  operation,  seeks 
!  experienced  controller.  Growing  com- 
I  pony,  new  facility  being  constructed. 
State-of-the-art  experience  required. 
Competitive  salary  and  benefits.  Send 
resume,  salary  history  and  references 
to  Box  0871 3,  Editor  &  Publisher. 

FREELANCE 

FREELANCE 

Gifted  writer  for  global  education 
newsletter.  Highest  standards  for 
unrelenting  accuracy  and  accessible 
prose.  Cover  letter,  resume  and  1  -3  non- 
returnable  clips  to:  P.O.  Box  568,  Flo¬ 
ral  Park,  NY  1 1002-0568. 


FREELANCE  JOURNAUSTS 
National  newsletter  publisher  in 
security  management  field  seeks 
freelancers  available  during  regular 
working  hours,  good  at  phone 
interviewing,  straightforward  writing. 
Send  resume  to  Publisher.  P.O.  Box 
1 90,  Port  Washington,  NY  1 1 050  or 
Fax:  (516)  883-1683 


NEWSPAPER 
WOffiPLACE  & 
EMPLOYMENT 


■  Every  month  Editor  &  Publisher  devotes  a  special  work- 
j  place/employment  editorial  section  to  issues  that  affect 
both  employees  and  human  resource  professionals  at 
newspapers. 


The  St.  Louis  Post-Dispatch  is  an  Equal  | 
Opportunity  Employer  which  values  the 
diversity  of  our  workplace  and  the  i 
knowledge  of  our  employees. 

THE  TIMES  LEADER,  a  55,000/65,000 
Knight  Ridder  daily  newspaper  in 
Wilkes-Barre,  PA,  anticipates  openings 
in  the  New  Year  and  seeks  resumes 
from  reporters,  copy  editors  and  those  j 
with  experience  as  assignment  editors,  j 
We  are  a  team  newsroom  without  the  1 
typical  hierarchy.  Send  a  cover  letter 
telling  us  why  we  should  hire  you  and 
include  several  work  samples  to  Dave 
Iseman,  15  North  Main  Street,  Wilkes 
Barre,  PA  18711 -0250.  EOE 


To  place  your  help  wanted  ad  in  any  of 
these  sections  call  the 
E&P  Classified  Department 

(212)  675-4380.  Ext.  171.  E-mail  hazelp@mediainfo.com 

_ 1998/1999  Recruitment  &  HR  Features: _ 

Issue  Dates;  Space  Deadlines: 

JANUARY  16  JANUARY  6 

FEBRUARY  20  FEBRUARY  10 

MARCH  20  MARCH  10 
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CLASSIFIED 


Job  Hunting? 

Buying? 

Selling? 

Hiring? 

OR  JUST  LOOKING? 


Use  the  best  read  Classified  Ad 
Pages  in  the  industry 

E&P's  Classified  Section  is  where  you'll  find 
the  used  equipment  you  need,  discover  new 
employment  opportunities,  get  a  feel  for  who’s 
hiring  where,  find  the  key  professionals  to 
make  your  newspaper  run,  sell  your  used 
equipment,  locate  industry  service  providers, 
even  buy  or  sell  your  newspaper  business. 

New  ads  every  week! 

Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX:  (212)  929-1259  Phone:  (212)  675-4380  ext.  173 
E-mail:  hazelp@mediainfo.com 

Mail:  E&P  Classified  Ads,  11  West  19th  Street,  New  York,  10011 

Editoni 

PUBUSHER 


HELP  WANTED 


INFORMATION  SYSTEMS 

PROGRAMMER:  The  Fayetteville  1 

Observer-Times,  an  independent,  fam-  | 
ily-owned  daily  in  southeastern  North  i 
Carolina  with  a  circulation  of  about  j 
70,000,  is  seeking  a  programmer  to  | 
help  take  Fayetteville  Online  -  ! 
www.fayettevillenc.com  -  to  the  next  j 
level.  The  successful  candidate  must  | 
show  an  ability  to  create,  operate  and  | 
maintain  a  basic  UNIX  server  environ¬ 
ment;  must  be  skilled  at  writing  and  ^ 
updating  HTML,  C,  Java,  Java  Script  | 
and  PERL  programs;  and  should  dis-  i 
play  an  ability  to  build  SQL  databases  I 
in  various  software.  Competitive  salary 
and  excellent  benefit  plan.  Respond 
by  letter  or  Email  to  Director/New  Media 
Ed  Scott,  escotti  @fayettevillenc.com 
Fayetteville  Observer-Times,  P.O.  Box 
849,  Fayetteville,  NC,  28302.  Our  fax 
number  is:  (910)  486-3545. 

SYSTEMS  ANALYST 
•Maintain  Financial  data  integrity 
•Train  staff  on  appropriate  systems 
•Maintain  rate  tables  and  interfaces 
•General  troubleshooting 
Contact  Pat  Bienvenu  at  (318)  289- 
631 3  or  palbienvenu@sprintmail.com 

MARKET/RESEARCH 

INTERESTED  IN  JOINING  a  creative 
team  where  marketing  research  is 
more  than  numbers?  The  Bakersfield 
Californian  has  an  opening  for  a 
Marketing  Research  Manager.  Mini¬ 
mum  requirements  include:  3  years 
experience  with  proprietary  and  sec¬ 
ondary  research  information,  experi¬ 
ence  with  sales  and/or  media  environ¬ 
ment,  strong  analytic  and  writing  skills, 
bachelor's  degree  in  business,  market¬ 
ing,  communications  or  equivalent,  PC 
and  Mac  proficient,  familiarity  with 
Microsoft  Office,  Excel  preferred.  The 
Bakersfield  Californian  is  a  daily 
newspaper,  family-owned  for  more 
than  100  years.  Located  just  90  miles 
north  of  Los  Angeles,  we're  in  the  heart 
i  af  California  close  to  the  beach  and 
the  mountains.  Our  marketing  team  is 
truly  talented,  honored  with  more 
INMA  international  marketing  awards 
than  any  other  newspaper  for  the  last 
2  years.  All  applicants  are  subject  to  a 
pre-employment  physical  and  drug 
screen.  Send  your  resume  to  The 
Bakersfield  Californian,  Marketing 
Research  Manager,  P.O.  Box  440, 
Bakersfield,  CA  93302,  or  E-mail  to; 

bwood@bakersfield.com 


PREPRESS 


When  faxing  your  ad, 
please  remember  to 
include  the  billing 
address,  category 
under  which  the  ad  is 
to  be  placed,  as  well  as 
the  amount  of  times  the 
ad  is  to  appear. 
Thank  you. 

E&P  Classified  Dept. 
Fax:  (212)  929-1259 


PREPRESS  MANAGER 
The  Daily  Press,  Inc.,  a  100,000-i-  daily 
in  Newport  News,  VA  is  seeking  a  pro¬ 
ven  leader  to  direct  our  od  production 
layout,  creative  services,  composing, 
digital  ad  reception  and  page  flow 
management  in  our  Advertising 
Department.  Responsibilities  include 
strategic  and  operational  planning,  pre¬ 
press  technology,  and  an  exceptional 
level  of  quality  of  Daily  Press  products. 
Requires  thorough  knowledge  of  an 
advertising  production  process  and  pre¬ 
press  technology,  7-10  years  experi¬ 
ence  in  advertising  sales  or  some  facet 
of  advertising  production  and  a  mini¬ 
mum  of  5  years  in  management.  Col¬ 
lege  degree  in  business  discipline  pre¬ 
ferred.  We  are  the  Hamptom  Roods  sub¬ 
sidiary  of  Tribune  Company,  recently 
honored  by  Fortune  magazine  as  one 
of  America's  most  admired  companies. 
We  offer  a  competitive  salary  and  an 
excellent  benefits  package  which 
includes  ESOP,  401  (k)  and  stock 
purchase  plans.  Please  apply  with  a 
resume,  including  salary  requirements 
at; 

The  Daily  Press,  Inc. 

I  Attn;  Human  Resources 

I  7505  Warwick  Boulevard 

Newport  News,  VA  23607 
EOE 

Fax:  (757)247-7784 
I  Email:  resume@dailypress.com 


PRESSROOM 


EMPLOYMENT  OPPORTUNITY 

Service  technician/installer  Community 
and  Urbanite  operators  experience 
preferred.  Qualified  applicants  should 
be  personable  and  mechanically 
inclined.  Must  have  a  desire  to  learn, 
travel  and  relocate  to  the  Pacific 
Narthwest.  (360)  629-9170.  Or  fax 
I  resume  to  (3^)  387-0940. 

PRESSROOM  MANAGER 

,  The  Recorder,  a  growing  Monday 
I  through  Saturday  newspaper  in  the 
1  scenic  Berkshire  foothills  of  Western 
'■  Massachusetts,  seeks  a  pressroom 
i  manager  for  our  Goss  Urbanite  opera- 
;  tion.  Knowledge  of  web  offset  press 
operation,  including  four-color  work, 
i  and  maintenance  is  required,  along 
I  with  strong  people  skills. 

We  offer  the  opportunity  to  live  in  a 
,  part  of  New  England  noted  for  its 
j  postcard-worthy  scenery,  varied  out- 
I  door  recreation,  small-town  lifestyle, 
i  fine  educational  institutions  and  excep- 
i  tional  cultural  and  entertainment 
I  opportunities.  Meanwhile,  you'll  be 
I  working  for  a  company  with  a  history 
I  of  stable  family-ownership  and  a  com- 
j  mitment  to  quality  as  the  path  to  prof¬ 
itability.  Excellent  pay  and  benefits. 

Send  resume  to  Kay  Berenson,  The 
Recorder,  P.O.  Box  1367,  Greenfield, 
MA  01302-1367  or  call  (413)  772- 
0261  for  more  information. 


SHIF  MANAGER 

Goss  Urbanite,  Harris  V-15  or  other 
'  offset  experience  preferred.  Good 
benefits  and  profit  sharing.  Send 
;  resume  to;  The  News  Chief,  P.O.  Box 
1  1 440,  Winter  Haven,  FL  33882. 
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CLASSIFIED 


POSITIONS 

WANTED 


_ ADMINISTRATIVE _ 

BO  SMITH,  former  GM  who  quad¬ 
rupled  Pub  Aux  od  soles,  seeks  long¬ 
term  commitment.  Profitable  and  car¬ 
ing.  Will  relocate.  (630)  262-951 2 

I'M  INTERESTED  in  the  business  of  your 
newspapers!  Dailies,  weeklies,  start-up 
publications.  Publisher  with  significant 
finance  background  seeks  manage-  i 
ment  position.  Will  relocate.  E-mail 
response  to  lwalcutt@msn.com  or  call 
LWalcutt  (423)  982- 1394 

CIRCULATION 

BOTTOM  LINE  driven  circulator, 
innovative  and  daring,  looking  for 
small  to  medium  newspaper  that  has  I 
yet  to  hit  its  full  potential.  25  years  ! 
sales  experience,  last  8  years  in  circula¬ 
tion.  Call  Andy  at  (71 7)  894-8371  or 
E-mail:  mrlefly@postoffice.ptd.net 

EDITORIAL 

AWARD-WINNING  FILM  CRITIC  and  ' 
entertainment  feature  writer  seeks  free¬ 
lance  or  full-time  work.  Anything  from 
reviews  to  profiles  to  global  film  festival 
coverage.  E-mail:  JoeLeydon@msn.com 
or  call  (713)  667-1285. 


EXPERIENCED  award-winning  editor/ 
writer  seeks  new  career  challenge  with 
trade  or  specialty  publication.  Willing 
to  relocate.  (305)  891  -2595 


_ EDITORIAL _ 

EXPERIENCED  NASCAR  COLUMNIST 
with  Master's  Degree  in  Writing  seeks 
Journalistic  motorsports  writing  posi¬ 
tion.  Race  coverage  experience  and 
nine  years'  experience  as  a  writing 
instructor  at  the  college  level.  Can  also 
provide  game  coverage  of  other  sports, 
as  well  as  features  and  columns.  Call 
Bill  at  (561)  489-671 8  or 

goward@gate.net 


A  DIFFERENT  BLEND  OF 
“SEASONING:" 

Would  you  be  interested  in  someone 
who  was  a  weekly  columnist  at  1 2,  a 
state-level  sportswriting  winner  at  1 4, 
and  is  ready  to  make  the  leap  from 
career  officer  back  into  the  world  of 
journalism?  I  can  offer  you  an  up-to- 
date,  personal  perspective  on  defense 
matters,  first-hand  expertise  in  aviation 
and  safety,  and  veteran's  maturity, 
tenacity,  and  integrity.  Want  to  add  to 
your  Washington  bureau,  or  start  a 
“bureau  of  one?”  I'm  in  place  and 
know  the  territory. 

SO  -  DO  I  GIVE  UP  MY  DREAM, 

OR  DO  YOU  WANT  TO  GET 
ACQUAINTED? 

Please  respond  to  Box  08702,  Editor  & 
Publisher. 


FEATURE  WRITER,  business  reporter, 
seeks  freelance  assignments.  Central 
California-based.  20  years  in  biz. 

Kate  Campbell,  (831 )  449-3872 
E-mail:  l<Camp300@aol.com 

TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 
Targets  newspaper  travel  sections! 
Jeff  (973)  575-1005 


Attention:  Positions  Wonted  Advertisers 
For  quicker  placement,  you  con  Fax  or  e-mail  your 
Positions  Wanted  ad  along  with  your 
Visa/MasterCard/American  Express 
card  number  and  expiration  date. 

(212)  929-1259  or  E-mail:  hazelp@mediainfo.com 


\  E&P  EMPLOYMENT  ZONE  CHART 


CLASSIFIED  ADVERTISING 
INFORMATION 

DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.15 

2  weeks  . $9.85 

3  weeks  . $8.60 

4  weeks  . $7.45 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.20 

2  weeks  . $4.35 

3  weeks  . $3.60 

4  weeks  . $3.35 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $9.50 

2  weeks  . $8.40 

3  weeks  . $7.35 

4  weeks  . $6.35 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 2.60  per  insertion 
Positions  Wanted  -  Add  $6.30  per  insertion  USA 
All  international  box  reply -$27.50 

DISPLAY  AD  RATES 

The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $110  pci 

2-5  weeks . $105  pci 

6 -13  weeks . $100  pci 

14-26  weeks . $  95  pci 

27-52  weeks . $  90  pci 

PAYMENT 

Make  check  payable  to  Editors  Publisher 
Or  Charge  to  your  American  Express, 
MasterCard  or  Visa.  Please  supply  name 
HbShm  on  card,  account  number,  expiration  date 
and  card  holder’s  signature. 

Please  note:  International  ads.  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TO  PLACE  AN  AD 

Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information;  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures 

MAIL;  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
eileenl@mediainfo.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 
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to  5%.  Eight  of  the 
company’s  21  region- 
al  newspapers  plan 
home-delivery  price 
increases  and  Lewis 
said  the  Times  could 
raise  its  price  if  the 
economy  goes  into  recession. 
“If  advertising  revenue  slackens,  we  feel 
we’ve  got  that  untapped  revenue,”  he 
said.  All  told,  newspaper  advertising  rev¬ 
enues  are  expected  to  gain  between  5% 
and  7%. 

Chief  financial  officer  John  O’Brien 
said  that  the  company  was  considering  a 
buyout  in  Boston,  which  has  140  typogra¬ 
phers  compared  with  just  40  in  New  York. 
But  he  said  a  deal  with  the  typographers 
might  not  come  for  a  year  or  two. 


A.H.  BELO  CORP. 

While  conceding  that  Belo  has  had  a 
difficult  year  at  the  Dallas  Morning  News, 
CEO  Robert  Decherd  nonetheless  noted 


that  newspapers  contin¬ 
ue  to  be  great  cash  gen¬ 
erators.  He  pointed  out 
that,  despite  the  down¬ 
turn,  the  Morning  News 
produced  a  31%  cash 
flow  margin. 

For  1999,  he  said, 

“we  will  have  higher  ad 
rates  at  all  of  our  news¬ 
papers,”  but  that  will  only  result  in  mid¬ 
single  digit  revenue  gains  because  higher 
rates  yield  temporary  linage  reductions. 
In  all,  he  predicts  mid-to-high  single  digit 
growth. 

He  said  Belo  did  not  intend  to  use  its 
large  cash  flow  to  buy  new  newspapers. 
“We  do  not  believe  there  is  much  benefit 
to  scale  in  the  newspaper  business.  If,  in 
five  years’  time,  we  own  the  same  assets, 
we  will  have  a  great  publishing  division.” 
Instead,  he  said,  the  company  will  aggres¬ 
sively  repurchase  stock. 

GANNETT  CO. 

“In  1998,  we  grew  earnings  the  old- 
fashioned  way:  with  higher  revenues  and 


Curley 


attention  to  costs,”  said 
CEO  John  Curley.  For 
1999,  he  added,  “our 
tradition  of  managing 
for  the  long  term  and 
fiscal  restraint  will 
serve  us  well.” 

In  the  coming  year, 
the  nation’s  largest 
newspaper  chain  ex¬ 
pects  local  ad  linage  to  grow  1%  to  3%, 
national  to  be  flat  or  perhaps  up  2%,  and 
classified  gaining  4%  to  6%.  Rates  will 
rise  approximately  4%  to  5%.  At  USA 
Today,  ad  revenues  will  rise  5%,  fueled 
by  black-and-white  ad  rates  growing  3% 
while  color  rates  jump  6%.  Linage  is  pro¬ 
jected  to  increase  2.5%. 

As  for  the  use  of  its  approximately 
$1.8  billion  in  free  cash  flow,  CEO 
Douglas  McCorkindale  said  the  com¬ 
pany  would  use  the  bulk  of  it  to  pay 
down  debt  and  buy  back  stock  rather 
than  purchase  new  television  stations  or 
newspapers. 

“You’re  not  going  to  see  us  do  dumb 
deals,”  McCorkindale  said. 


lAPA  lines  up  new  slate  of  officers 


At  the  54th  General  Assembly  meeting  of 
the  Inter  American  Press  Association  in 
Punta  Del  Este  recently,  20  directors  were 
elected.  They  are: 

WASHINGTON  BELTRAN,  Montevideo,  Uruguay 
ROBERT  J.  COX,  The  News  and  Courier,  Charleston, 
S.C. 

DIANA  DANIELS.  The  Washington  Post,  Washington, 
DC. 

FELIPE  EDWARDS.  El  Mercuho,  Santiago,  Chile 
GREGORY  FAVRE,  The  Sacramento  Bee,  Sacramento, 
Calif. 

JACK  FULLER,  Chicago  Tritxjne,  Chicago,  III. 

JOSE  SANTIAGO  HEALY,  El  Impardal,  Hermosillo, 
Mexico 

SATURNINO  HERRERO  MITJANS,  Clarin,  Buenos  Aires. 
Argentina 

EARL  MAUCKER.  Sun-Sentinel,  Fort  Lauderdale,  Fla. 
BARTOLOME  MITRE,  La  Naddn,  Buenos  Aires, 
Argentina 

SERGIO  MUNOZ.  Los  Angeles  Times,  Los  Angeles, 
Calif. 

LAURENCE  G.  O'DONNELL.  The  Wall  Street  Journal, 
New  York,  N.Y. 

ROBERT  RIVARD,  San  Antonio  Express-News,  San 
Antonio,  Texas 

ROBERTO  EDUARDO  ROMERO.  El  Tribuno,  Salta, 
Argentina 

SCOTT  C.  SCHURZ,  Herald-Times,  Bloomington,  Ind. 
RENATO  SIMOES.  A  Tarde,  Salvador,  Brazil 
JAYME  SIROTSKY,  RBS,  Porto  Alegre.  Brazil 
PAUL  C.  TASH,  St.  Petersburg  Times,  St.  Petersburg, 
Ra. 

EDUARDO  ULIBARRI.  La  Nacion,  San  Jos6,  Costa 
Rica 

ALDO  ZUCCOLILLO  MOSCARDA,  ABC  Color,  Asuncion, 
Paraguay 


TO  RLL  VACANCIES: 

1997-2000 

GUSTAVO  MOHME,  La  RepubUca,  Lima,  Peril 
1996-1999 

DEMETRIO  ROJAS.  Ultima  Hora,  Asundbn, 
Paraguay 


OFFICERS  FOR  1998-99: 

Honordiy  Life  President  -  Lee  Hills,  Knight-Ridder  Inc., 
Miami,  Ra. 

President  -  Jorge  E  Fascetto,  Diario  Popular,  Buenos 
Aires,  Argentina 

First  Vice-President  -  Tony  Pederson,  Houston 
Chronicle,  Houston,  Texas 
Second  Vice-President  -  Oanilo  Arbilla,  Busqueda, 
Montevideo,  Uruguay 

Treasurer  -  John  Simpson,  USA  Today,  Arlington,  Va. 
Secretary  -  Jack  Fuller,  Chicago  Tribune,  Chicago,  III. 
Executive  Director  -  Julio  E.  Munoz 


EXECUTIVE  COMMITTEE  MEMBERS  ARE: 
Hororaiy  Chairman  -  Robert  U.  Brown,  Editor  & 
Publisher,  New  Ytork,  N.Y. 

Chairman  -  Andres  Garcia  Gamboa,  Novedades  de 
Quintana  Roo,  Canciin,  Mexico 
Vice-Chairman  -  Oliver  F.  Clarke,  The  Gleaner, 
Kingston,  Jamaica 

Members  -  The  chairman  of  the  lAPA  Scholarship 
Fund,  chairman  and  president  of  the  lAPA  Press 
Institute  and  the  chairmen  of  committees 


lAPA  SCHOLARSHIP  FUND  INC.  MEMBERS  ARE: 
President  -  Alejandro  J.  Aguirre,  Diario  Las  Americas, 
Miami,  Fla. 

Vice-Presidents: 

Hilda  Avila  de  O’Farrill,  The  News,  Mexico  D.F., 
Mexico 

Rosario  Arias  de  Galindo,  El  Panami  America, 


Panama  City,  Panama 

Stephen  Hamblett,  The  Providence  Journal-Bulletin, 
Providence,  R.l. 

Treasurer  -  Jim  Hampton,  The  Miami  Herald,  Miami, 
Ra. 

Secretary  -  Bartolome  Mitre,  La  Nacion,  Buenos 
Aires,  Argentina 

Executive  Director  -  Julio  E.  Mufioz 


lAPA  PRESS  INSTITUTE  MEMBERS  ARE: 

Chairman  of  the  Board  -  Luis  Fernando  Santos,  El 
Tiempo,  Bogota,  Colombia 

President  -  Julio  C.F.  de  Mesquita,  O  Estado  de  S. 
Paulo,  Sao  Pauk),  Brazil 

Vice-Presidents: 

Jaime  C4mara  Junior,  O  Popular,  GoiAnia.  Brazil 

Hector  D^valos,  Novedades  de  Acapulco,  Mexico 

Saturnino  Herrero  Mitjans,  Clarin,  Buenos  Aires, 
Argentina 

Alejctndro  MIro  Quesada  Cisneros,  El  Comerdo, 

Lima,  Peru 

Rafael  Molina,  Listin  Diario,  Santo  Domingo, 
Dominican  Republic 

Treasurer  -  Aldo  Zuccolillo,  ABC  Color,  Asuncidn, 
Paraguay 

Secretary  -  Luis  Alberto  Ferr^,  El  Nuevo  Dia,  San 
Juan,  Puerto  Rico 

Advisory  Board: 

AlejaiKlro  J.  Aguirre.  Jos6  Ftafael  Calvo  Otero,  Juan 
Luis  Correa.  Francisco  Fascetto,  Gerardo  Garcia 
Gamboa,  Mario  Alberto  GusmAo,  Jim  Hampton, 
Jos6  Santiago  Healy,  Andr6  Luis  Jungtxit.  Gonzalo 
Leaho,  Jaime  Mantilla,  Eaii  Maucker,  Wm.  James 
Mortimer,  Jose  Antonio  OFanill,  Colin  Phillips,  Tony 
F’ederson,  Paul  K.  Scripps.  Jayme  Sirotsky.  Teresa 
deZarcc 

Executive  Director  -  Julio  E.  Muhoz 

Director  -  Carlos  Molina 
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by  Alexandra  Kitty 


When  personal  problems 
undermine  good  journalism 

Life’s  pressures  can  lead  to  stress  and  stress  to  misjudgments  at  work 


In  the  past  year,  journalists,  including 
the  New  Republic's  Stephen  Glass  and 
The  Boston  Globe's  Mike  Bamicle, 
made  headlines  in  connection  with  allega¬ 
tions  of  dishonest  conduct.  The  public  has 
little  tolerance  for  journalistic  errors,  and 
there  is  even  rebuke  for  journalists  who 
face  personal  hardships  and  are  untainted 
by  scandal.  Once  errors  or  offenses 
become  public,  journalists  face  dismissal, 
and  their  organizations  must  explain  why 
their  actions  went  unnoticed. 

Yet  few  professions  are  as  stressful  or 
scrutinized  —  tight 
deadlines,  demand  for 
immaculate  articles,  It’S  “llOt  h 

burn-out  and  the  risk  of 
credibility-damaging  3  TBpOl 

errors.  While  the  public  . 

expects  them  to  perform  maKeS  11 

flawlessly,  reporters  are  . 

not  above  human  prob- 

lems.  Death  in  the  fami-  ~ 

...  .  educator,  form 

ly,  divorce,  depression 

and  substance  abuse  can 
turn  stoic,  diligent  professionals  into  dis¬ 
tracted,  negligent  ones. 

Personal  problems  can  influence  a  re¬ 
porter’s  work.  As  Cissy  Patterson  quipped, 
“I  get  up  in  the  morning  and  look  in  the 
mirror  and  see  that  I’m  never  going  to  be 
young  and  pretty  again,  then  I  go  down  to 
the  office  and  give  Roosevelt  hell.” 

Reporters  are  held  to  higher  standards 
—  indiscretions  and  transgressions  aren’t 
tolerated  —  while  some  professionals 
have  more  leeway  to  err  yet  keep  their 
careers.  Politicians  can  have  a  past,  jour¬ 
nalists  cannot.  High  expectations  present 
dilemmas.  “Journalists  are  supposed  to  be 
objective,  detached  and  leave  their  person¬ 
al  lives  aside,”  says  Clay  Calvert,  an  assis¬ 
tant  professor  of  communications  and  law 
at  Pennsylvania  State  University.  He  notes 
the  possibility  that  conflict  “might  take 
place  between  one’s  private  life  and  one’s 
public  responsibilities  and  duties.” 

There  are  differences  between  unethi¬ 
cal  and  careless  journalism,  but  both  can 
be  tied  to  personal  anguish.  Janet  Cooke 
blamed  her  demanding  father  for  her  fab¬ 


It’s  “not  hard  to  spot 
a  reporter  who 
makes  it  to  happy 
hour  every  day.” 

—  Iris  Frost, 

educator,  former  features  editor 


rication  of  a  story  of  a  child  drug  addict, 
“Jimmy’s  World,”  which  won  and  lost  a 
Pulitzer  Prize  for  The  Washington  Post. 
Personal  problems  can  lead  to  unethical 
journalism  in  other  ways.  In  the  case  of  a 
sportswriter  with  a  gambling  habit,  “you 
can  imagine  how  that  can  interfere  with 
objective  reporting,”  Calvert  says. 

In  1983,  R.  Foster  Winans,  a  Wall  Street 
Journal  columnist,  was  sent  to  prison  for 
leaking  information  from  his  column  to 
traders  for  personal  profit. 

Editors  may  be  able  to  stop  personal 
traumas  from  creeping 
into  the  journalism 
rd  to  spot  product  by  noticing 

behavioral  changes  and 
.©r  WnO  deviations  from  report- 

,  ers’  normal  writing 

to  hOppy  style.  “There  are  trig- 

j  ,1  gers  editors  have  to  get 

'  y  y’  to  know  —  the  styles  of 

their  reporters  and  their 
■  features  editor  ■  .  . 

work  habits  —  and  then 

watch  for  changes,”  says 
Ann  Brill,  assistant  professor  at  the 
University  of  Missouri.  “Some  of  the 
things  [to]  look  for  are  quotes  that  just 
don’t  seem  to  make  sense  based  on  that 
reporter’s  work  in  the  past.  Do  they  sound 
a  little  too  perfect?  Is  it  a  little  bit  too 
beyond  or  beneath  what  the  reporter  usual¬ 
ly  does?”  Glass  and  Cooke  had  difficulty 
varying  the  speaking  style  of  their  phantom 
sources,  who  didn’t  sound  authentic. 

There  are  trouble  signs.  “Someone  who 
has  really  been  accurate,  on  time  with 
things  and  who  has  not  had  problems  with 
sources  calling  back  and  saying,  ‘What’s 
this  all  about?’  —  and  then  there  is  some 
change.  Those  are  warning  signs  editors 
have  to  really  watch  for,”  says  Brill. 
“When  a  reporter  is  questioned  about  a 
story,  even  the  reaction  they  have  is  impor¬ 
tant.  Do  they  come  back  with  answers  that 
make  sense  or  are  they  being  evasive.” 

Other  indicators  are  “changes  in  ap¬ 
pearance  —  somebody  who  is  coming  in 
looking  tired  every  day  or  whose  appear¬ 
ance  has  fallen  off,”  says  Sara  Brown,  a 
media  management  consultant  based  in 


Hamden.  Conn.  That’s  when  editors  need 
to  step  in  and  “start  talking  to  that  person. 
There  could  be  the  smell  of  liquor  on  some¬ 
body’s  breath.  There  could  be  fluctuations 
in  behavior.  The  person  could  be  good  in 
the  morning,  but  not  so  good  after  lunch.” 

For  editors  who  know  their  reporters 
and  what’s  going  on  in  their  lives,  “it  is 
not  hard  to  spot  a  reporter  who  makes  it  to 
happy  hour  every  day,”  says  Iris  Frost,  an 
adjunct  associate  professor  at  the 
University  of  Iowa  and  former  features 
editor  for  the  San  Francisco  Chronicle 
and  San  Jose  Mercury  News. 

Most  journalists  don’t  publicize  their 
suffering,  but  there  are  other  ways  for 
their  problems  to  affect  their  work. 

If  a  reporter’s  professional  conduct  is 
compromised,  a  one-on-one  talk  in  a  neu¬ 
tral,  nonconfrontational  manner  may  help. 
“We  always  have  to  worry  about  intru¬ 
siveness  or  being  judgmental,”  says  Brill, 
but  an  editor  “should  ask  if  everything’s 
OK  or  even  say,  ‘The  story  seems  to  have 
some  problems,  is  there  something  you 
want  to  talk  about?’You  offer  the  person 
the  opportunity  to  talk  about  things.  When 
you  start  to  notice  things,  you  can’t  just 
not  say  anything  or  deny  it  —  but  ask  the 
person  about  it.” 

But  editors  aren't  psychologists.  Brown 
suggests,  “Keep  the  concerns,  conversa¬ 
tions  and  coaching  sessions  limited  to 
what  the  editor  can  observe  and  can  talk 
about  from  observation.” 

Large  news  organizations  sometimes 
have  employee-assistance  programs.  It  can 
be  helpful  for  managers  to  turn  to  such 
programs  “to  say,  ‘I’ve  got  an  employee  and 
I  don’t  know  how  to  handle  this’  and  they 
can  often  get  coaching  about  issues  such  as 
alcohol  and  substance  abuse,”  notes  Brown. 

Smaller  organizations  don’t  have  the 
luxury  of  employee  assistance  programs 
but  do  have  community  services  offering 
short-term  counseling  and  confidential 
referrals  to  psychological  or  financial 
counseling.  m 

Kitty  is  a  freelance  writer  based  in 
Dundas,  Ontario. 
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www.mediainfo.com 


REASON 


FOR  AHENDING  EDITOR&PUBLISHER’S  10TH  ANNUAL 

INTERACTIVE  NEWSPAPERS 


CONFERENC 


February  1 7-20,  Hyatt  Regency,  Atlanta,  GA. 


We  challenge  you  to  find  a  more  complete 
and  comprehensive  conference  on  interac¬ 
tive,  electronic  publishing.  Our  10th 
Anniversary  Celebration  —  February  17  - 
20,  Atlanta,  GA  —  is  our  largest  Conference 
to  date.  Our  Great  Hall  of  113  exhibit 
booths,  hosted  by  companies  catering  to 
your  electronic  publishing  needs,  will  pre¬ 
sent  a  new  interpretation  of  the  term 
"online  shopping."  Learn  more  about  the 
companies  listed  here. 


Will  you  be  represented?  If  your  company  is 
not  on  this  list  but  should  be,  call  or  e- 
mail  Dennis  O'Neill  today/212-576-5322, 
ext.  155  or  denniso@mediainfo.com.  There 
are  only  a  few  remaining  exhibit  spaces 
and  sponsorship  opportunities  left. 


EXHieniNG  COMPANIES 

Future  Tense 

New  Horizons  Team 

ABC  Interactive 

Global  Software 

NewsBank 

Acdpiter  Inc. 

Consultants,  Inc 

News  Venturer 

Accrue  Software 

GMTI 

paper.net 

AccuWeather 

GolfServ  Online 

Pentawave 

Ad-Star 

Grand  Central 

Networks,  Inc 

Pick-Em  Sports 

Adhesive  Software 

Health  Pages 

PostalWorks 

AdQuest/CarCast 

HealthStreet  Interactive 

PR  Newswire 

American  Computer 
Innovations 

American  Legisilative 

Hire  Systems 

IBM 

Publist.com 

Real  Media 

Exchange 

InfiNet 

RegionOnline. 

Atex  Media  Solutions 

Infonautics  Corporation 

Social  Net,  Inc 

Auction  Universe 

Infosis  Corp. 

STATS,Inc. 

Autonomy 

Interactive  Pictures 

Stauffer  Media  Systems 

Bank  Rate  Monitor 

Corp 

The  Associated  Press 

Boldly  Interactive 

InType,  Inc. 

The  Software 

Broadcast  Interview 

A  Subsidioiy  cfASd  Sojtmm  Oxp 

Construction  co 

Source 

Inventure,  Inc. 

The  SportsNetwork 

Business  Wire 

Investment  Challenge 

Thomson  Interactive 

Capitol  Advantage 

IPRO 

Media 

CitySearch 

Journal  Square 
Interactive 

Thomson  Target  Media 

Classified  Ventures 

Tribune  Media  Services 

Double  Click 

KOZ,  Inc. 

TV  Data 

Dow  Jones  &  Co. 

LA  Times  Syndicate 

United  Media 

E-The  People 

Lexis  Nexis 

Universal  New  Media 

Edgil  Associates 

MediaStream 

UPI 

Electric  Classifieds  Inc 

Methodfive 

Verity,  Inc. 

Electrografix 

Nando 

Waveshift 

Family  Features 

Online  Services 

Never  Miss  LLC 

Zip2  Corp 

For  further  information  or  to  register  online,  visit  our  Web  site  WWW.ITICdidinfo^COm  or  call  212-675-4380  ext.  285 

For  details  on  group  rates,  association  discounts,  "Register  3  Send  4th  for  Free"  offer  and  the  working  press  rate  please  call  212-675-4380  ext.  285.  Registrations  must  be  submitted  together  to  receive  group  discount 
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THERE  SHOULDN'T  BE  A  GAP 
IN  OUR  NAME  EITHER. 


